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KEEP A STEP AHEAD WITH Bata 
NEW STYLES! NEW FEATURES! 


»~ 


... As always, Bata leads the way...with 


7 al 
7 al : 
- 


the BIG Canvas Line... especially designed—and 


bE 


priced—for BIG VOLUME Buyers...volume produced 


Po GA: Va » ay 


in Bata's Big Plant ...the most modern in America! 





~~ 


NOW-CAPTAIN KANGAROO 
ON TV FOR BUSTER BROWN 


Television’s newest favorite with millions of kids and mothers now 
comes to Buster Brown as an important part of a revolutionary 
plan for the most intensive and complete selling ever seen in chil 
dren’s shoes. Get the facts on this broad new selling plan from ( 


your Buster Brown salesman. 


Brown Shoe Company 


St. Lovis ... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes + Life Stride + Naturalizer + Pedwin + Propr-Bilt 
Risqué + Robin Hood + Roblee * Westport 
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TYER 


Hbeetwod 


Now! Exciting New Styles! 


a5438) [ele)s) 
OXFORD 


A year ago, Tyer began making the 
FLEETWOOD on a brand-new last for greater 
comfort, better fit and sturdier service. 

This new FLEETWOOD proved so popular 
that Tyer is now expanding the line... 
adding a handsome blucher and strap-on for 
children, Both styles are attractive, beauti- 


FLEETWOOD fully made and moderately priced. 
BABS / 


The FLEETWOOD family offers you 
tremendous sales potential. Nationally ad- 
vertised, it has been commended by the 
Consumer Service Bureau of Parents’ maga- 
zine... which thousands of families rely on 
as their shopping guide. 

Make it a point to be well-stocked with 
every style in the FLEETWOOD line. 


: an . 5s FLEETWOOD 
Now available—Tyer’s new Fleetwood , STRAP-ON 


Merchandising Kit 
Our 100% SS Anniversary 


TYE R fhe Gupa 
Ae SO VS RB, MASSAC oS 6 Ba» ews ie ea A 


TYER RUBBER COMPANY Footwear Division, Andover, Massachusetts BS 
Gentlemen: [_] Please send me latest Tyer Price Lists on Canvas and Rubber Footwear. ([) Please send me the new 
Tyer Fleetwood Merchandising Kit. 

NAME____ NE ee LE ICON OSI STREET s ‘ TE Si a te OD PR 
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| “He says LEVOR has | 


7 ‘ ¢ + 
ah 2 most won darfu / 


new CALF. 
] want id 


in all colors!” 























LEVOR CALF & KIP isi 


TANNERS FOR 60 YEARS 
IN THE COLORS YOU WANT, ALSO WHITE & BLACK GLOVERSVILLE. N. Y 








Founded 1882—74 Years Continuous Service to the Shoe Industry 
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As seen in May Harper’s BAZAAR 


=~ 


COOLERS...in straw and mesh 





Best looking air conditioning known: 
this al fresco strap in mint-flavored colors. 
Who makes it lighter, 
softer, more deliciously comfortable? 


Nobody but Florsheim. 


TRACERY 


Florette last 840 
18/8 heel 

W-1813 tan, beige, ; 2a am 
white straw on “s< $15” and $] (7 
natural mesh 

W-1814 light blue, : 

pink, white straw (49) in stock 

on white mesh ' 


most styles 


for immediate delivery! 


LOr: 


for a stock catalog write to: The Florsheim Shoe Co., Chicago 6, Ill. 


ior: 
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ONE YEAR OLD 


...and GROWING STRONGER! 


VOTAN 
cRS 
Sur 


“J0004"! 








VERYBODY TALKS ABOUT “Longer Wear” . . 
but “SUPERSOLE” has really done something 
about it! 





The result of years of experimenting in our 
laboratories, “SUPERSOLE’s” first full year in the 
field has demonstrated its superiority in every 
respect! 

Proof? Of the first half-million pairs of 
children’s shoes using “SUPERSOLE” only 20 pairs 
were returned to us for any reason whatsoever! 
That gives “SUPERSOLE” a “return ratio” of only 
4/1000 of 1%!! 


Anyone can CLAIM “Longer Wear” . . 
genuine leather “SUPERSOLE” delivers it! 


VIRGINIA OAK TANNERY — 


SALES CORPORATION 
27 SPRUCE STREET NEW YORK, N. Y. 


How Does YOUR Ratio oF RETURNS COMPARE? 
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Now “TRIM TRED” 


by 
Roberts Johnson Rand 
cushions with 


na i ae. SMe ren ra 
a 


he 


“GRACE WALKER” Three exciting new styles —by three top-flight names. And ee 
ry 


by . : cual : 
Friedmon-Shelby they agree on the FIRST foam rubber cushioning designed Peters Shoe Co 
specifically for footwear! 


Some of the reasons are listed below—and they add up to 
this BIG reason of utmost importance to retailers: 


AIRFOOT won't let your customers down, won't let YOU 
down—will help you build a bigger, foot-happier following! 


HOW AIRFOOT CUSHIONS 
WITHOUT ADDING BULK 


The superior compression and 
“comebark”’ ratio of Ainroor 
allows thinner sections in 
insole cushion applications 
Full, lasting comfort— without 
compromise of style! 


OTHER AIRFOOT ADVANTAGES 


Lighter-for-density than other rubber cush- Unvarying support — scientific compression ratio Note to Shoe Manufacturers 
ionings — yet the thinnest layer stands up! assures instant comeback for life of shoe! For samples and information 
on ease of application, con 
tact: Goodyear, Airfoam 
without forming weak spots. under all conditions, assure customer-satisfaction Dept., Akron 16, Ohio 


Controlled aeration — “breathes” all over Proved quality—years in development, years in use 


4 


Pi GoopsYEAR 


Airfoot, Airfoam-T.M.'s The Goodyear Tire & Rubber Company, Akron, Ohio 


WORLD’S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR FOOTWEAR! 
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that clever gal... EDITH HENRY 






dreams up a dressy 







tailored town flat 
in fashion-high 
HUBSCHMAN’S CALF 


appetizing in 








French Bread #3350 








...and in 


Basque Red #516 







... Flight Blue #507 






White and Black 


Personally designed by Edith Henry 






for Lucky Strides, Inc. 






Maysville, Kentucky 





E. HUBSCHMAN & SONS, INC., PHILADELPHIA 23 


FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK 
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Painting a “‘picture of profits’’ 
for every Jarman dealer 


You need be no talented artist to paint yourself a 
“picture of profits” with Jarman shoes, Unartistic dealers 
throughout the country do it season after season. Their 
secret is merely a matter of using properly the sales tools 
that Jarman provides. 

Basic element, of course, is shoes that are smartly 
styled, comfortable, well made a perfect description of 
Jarmans. National advertising is vital, too, and Jarman 
has no peer in the field. A distinctive new “Portraits in 
Leather” series next fall will do, as Jarman advertising 


always does, a top job of attracting readership, building 


interest in Jarman shoes and sending prospects to Jarman 
stores (the photo shown here de pict three handsome new 
~" ampus Styles’). Local promotion | where the real pay 


off comes and here again Jarman j uperior Colorful 


window panels, skillfully designed newspaper ads, direct 
mail pieces ill these Jarman make available to help it 
dealers tie in with the Jarman name and convert consume! 
interest into sales, 

If you'd like to join the thousands of other Jarmar 
dealers and paint a “preture of protit wri 


full details ol our propo ition, 


To Retail at 
$Q9> to’ | 8» Most Styles 


JARMAN SHOE COMPANY, NASHVILLE, TENN. 'T DIV. OF GENERAL SHOE CORPORATION 








“The Boston Office Man” 


An important part of every new G/C 
model is its introduction to the United 
men who will service it. Visiting each 
Branch Office, a Boston technician care- 
fully explains the machine’s operation, 
adjustment and maintenance. 

The Boston Office Man knows this ma- 
chine. He worked closely with the de- 
signer, he studied the experimental model 
on its trials, and he helped in the manu- 


facture of the first group of machines. He 
will share his knowledge with these men 
to make your service faster and better. 

And when he comes to this Branch 
again he will bring with him all that other 
service men in other districts have learned 
about this specialized machine. 

The Boston Office Man plays a vital 
part in making United the best buy in 
service. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


A UA annual 
Service Contract 
can save you 
money. 





SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 


more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 


strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
that stands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you’re getting 

the best value for your cement dollar 
call your nearest United branch office. 
We'll help you select the right cement for 
your methods and materials and arrange 


a demonstration. 


SUPERGRIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS, 






















It’s a 
wonderful 
feeling 


to walk with 
Gmetad 


Sufi Nye 


That’s Cush-N-Crepe, the 
original cellular sole*. No 
longer made just thick and 
sporty, but in dress shoe 
thickness, in a variety of colors, 
with neat, smooth edges, so 
that only you know you’re 
enjoying day-off ease and 
buoyancy every day. You'll find 
long-wearing Cush-N-Crepe 

; on fine shoes of all types, 

ENT j always with this 


‘RTISEM 
TvyHis coon NE ssl E of ee | Solemark of Quality. 


appEARs INT 


out MAY 10TH 4G SH-N-CREI L 
«4 shoes, oat a a 
N.Crepe gol i 3 ; 


Cush ne Soles in | 
' n Cush-N-Crept - @ not on all shoes 


adio gd vertisilB» 
a ... just the best ones 
ie mor 


"Reg. U.S. Pat. Off. 








Display you 


yentio 
and " aper and 


, news 
all y pt you'll make ul 


AVON SOLE 
COMPANY 

Avon, Massachusetts 
For forty-five years specialists 
in fine sole materials. 






Makers of the famous 
Avon Du-Fiex, Avonite 
and Du-Fiex Avonite Soles. 


i he 


YOU PROFIT BECAUSE THE 


SMARTEST MEN LOVE COMFORT MOST 


Cush-N-Crepe Soles have been advertised consistently in Esquire, the magazine 


for men, ever since Avon perfected these original cellular soles.* 
They were popular overnight, and the demand for them, 


and recognition of them, grows greater from season to season. 


Cush-N-Crepe Soles are no longer confined to the sports sole category. 


Leading manufacturers are using them, in appropriate colors and irons, 


on street and leisure shoes, to the sales success of those shoes. 


Right now, one of the best ways to sell men’s shoes 


is to let your customers know they have 


__. USH-N- Crepe 


not on all shoes... just the best ones 


AVON SOLE COMPANY, Avon, Massachusetts 


For forty-five years specialists in fine sole materials 


Makers of the famous Avon Du-Fiex, Avonite and Du-Fiex Avonite Soles 


*Reg. U.S. Pat. Off 





Oe 


cuts wrapping 
time to 6 seconds 
and 

costs less than 12¢! 
(less than string) 


cuts 


and here: 7 | “~Uf~~ delivery costs! 


a sealed 
bag or package 


and here: : ws. discourages 
: é St 7 shoplifting ! 


_ and best of all, there’s no investment 
in equipment. Carry-Pack loans dispensers 
at no charge! {FREE TRIAL will convince 
you. Use this handy coupon NOW! No 





obligation, of course. 


CARRY-PACK COMPANY, LTD. 
7 ' ‘ . SCHILLER PARK, ILLINOIS BS-5 
CARRY-PACK a ; CANADIAN LICENSEE: Top Paper Products Limited, Guelph, Ont. 


HANDLES : Gentlemen: Please send me, for FREE 10 day trial: rolls of Carry-Pack 
SEAL ae : handles, with dispenser. My color choice for handles is_____ 


PACKAGES! Ee NAME 





i 


COMPANY _ 


ADDRESS __ 





DEALERS 
WITH AN 
EAR 
TO THE 
GROUND 








- 


ome - ’ P a % ¢ al - * a o eS . . 
pet TOr j . <p - — a oe 
nt Pia eo, am * A arts oe “A itty 
BR ee ES LF li Ah 


be & - = Se 
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SHOES FOR CHILDREN 


EBY SHOE CORPORATION, EPHRATA, PENNA. 


Los Angeles Sales Office: Alexandria Hotel, Room 802 
New York City Sales Office: 465 Marbridge Bidg. 
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FAIRWAY FASHIONS A Powerful 
egy Seger TR Extra Pairage 
| Proposition 


Shown here are 


men’s style #936 
leathers and tasteful designs of Sam Snead golf shoes. and women’s style 


Men and women with a highly developed sense 


of style are quick to appreciate the rich, colorful 


They rightly assume that these fine shoes #947... just 2 of 
the 18 in-stock 
Sam Snead styles 
that are bringing 
Sold in leading stores substantial extra 

all 7 the country. pairage sales to 
fine stores all over 

America. Write, 

wire or phone col- 

lect today for com- 

plete information. 


will also bring them perfect fit, 


comfort and support. 


taylor 


aaekels 


Powerfully 
a Advertised 


ee This Taylor adver- 

or avocado tisement is cur- 
rently appearing in 
THE NEW YORKER 
in support of 
Taylor merchants 
who feature Sam 
Snead Golf Shoes. 
It is one of a series 
of national ads for 
Spring. 


WOMEN'S 


If not available at your local Taylor merchant, 
write for catalog of styles to SAM SNEAD, E. E. Taylor Corp., Freeport, Maine 
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EXCLUSIVELY A PRODUCT OF THE LUCKY SALES CO." 


TO INSURE A BETTER FIT 


3 HEEL HEIGHTS 
LEFTS AND RIGHTS 
AND SIZES... 


You will now be able to supply your customers with: 


1. Smooth ankle and foot hugging FIT 
2. A truly CLEAR plastic rainboot 
3. A proven rugged, safe, long-wearing TREAD 


Season after season, the largest selling 
plastic rainboot on the market! 


Season after season, the largest volume 
of increase on the market! 


This season the NEW RAIN DEARS will show 


the greatest increase in sales volume ever! 


Our national consumer advertising campaign 
will also take the biggest increase ever! 


YOU CANNOT BUY A FINER PLASTIC RAINBOOT 
THAN THE NEW RAIN DEARS... 


AT ANY PRICE! 
See the following 2 pages for full details I i 


about the NEW RAIN DEARS, by Lucky 





LOS ANGELES CHICAGO NEW YORK 
LUCKY SALES CO., INC. 941 E. Third Street 1247 S. Wabash 47 W. 34th Street 


(a NEW address) 
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#707 UNIVERSAL FIT 


CLEAR AND SMOKE 


Best for LOW heels retail 


about 
down to flat $00 


(lefts and rights) 


SMALL (size 5) 
MEDIUM (size 6) 


med.-LARGE 
(size 7) 


LARGE (size 8) 


EXTRA LARGE 


(size 9) 
*SUPER TREAD . 


PATENTED 


Sizes 4 and 10 also available 


WITH ADJUSTABLE PLASTIC FASTENER 


io Red. Oo Ay 0 St Se ono B 
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#808 FORM FIT 
CLEAR AND SMOKE 


Best for MEDIUM height heels 
(lefts and rights) 


PATENTED 


















retail 
about 


SMALL (size 5) 






MEDIUM (size 6) 






med.-LARGE (size 7) 






LARGE (size 8) 







EXTRA LARGE 





(size 9) 
















Sizes 4 and 10 also available 





* 
Coed ; 

oo” 8" 17 ; 

ade wept) 


SUPER TREAD 






WITH ADJUSTABLE PLASTIC FASTENER 








#909 FASHION FIT 
CLEAR AND SMOKE 


Best for HIGH heels retail 


(lefts and rights) a 


— 









SMALL (size 5) 







MEDIUM (size 6) 






med.-LARGE 
(size 7) 














LARGE (size 8) 






EXTRA LARGE 
(size 9) 







PATENTED 





Sizes 4 and 10 also available 






WITH ADJUSTABLE PLASTIC FASTENER 
















LOS ANGELES CHICAGO NEW YORK 


e.6h6©°8 941 E. Third Street 1247 S. Wabash 47 W. 34th Street 
(a NEW address) 
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Style No. 8591 


BUILD “REPEATS” 


Like interest on your investment—-that’s your 
“repeat” customer. And that’s one of the main 
reasons why the Johnsonian Guide-Step line is so 
profitable—it keeps them coming back. 


Guide-Steps’ handsome styling is partly responsible, 
but so is their fit, based on hundreds of thousands 
of foot measurements made on the foot in action. 


Once your customers discover the fit and comfort of 
Johnsonian Guide-Steps, you’ve got yourself 
“repeats” from now on, especially since they retail 
profitably at $9.95 and up. Write for full information 
Style No. 8500 WRN or a personal call by one of our representatives. 


A PRODUCT OF BENDICOTT JOHNSON 


<i ? 
Ss TF Ly, ~~ 5 _Z SY 5 
Nationally advertised in ( () ) { () \)] ane (\) 
LIFE, SATURDAY EVENING POST, \ )) | ey) } (O J Lb 


COLLIER'S, LOOK, ARGOSY and 


AMERICAN LEGION ’ GU i D E = STE PS 


Johnsonian Jr. Guide-Steps also available in some styles 


ENDICOTT JOHNSON CORPORATION 
Endicott 1, N. Y. St. Louis 2, Mo. New York 13, N. Y. 


See ‘The Last Story’’. . . full color movie on 








the Guide-Step principle. Write for details. 





Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s 
lines. The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too. 
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OUTLOOK 


Summer, Travel and Shoes 


lr retail shoe sales over the country have averaged 
reasonably satisfactory in the past few weeks, the 
influence of Springtime can claim little of the credit. 
In many sections snow, rain and cold have conspired 
to postpone the usual impetus that the change of sea- 
sons imparts to sales in the apparel trades, But those 
conditions are due for a change, and quickly. There 
is still time for Spring shoe sales to pass last year’s 
record, and with the nation’s production at a new all- 
time high, employment general and consumers more 
prosperous and optimistic than they have ever been 
before, retail business in the next two months should 
forge ahead. 

After that comes Summer, and unless all signs fail 
the stage is set for a selling season that should easily 
surpass last year. Again the obvious promotion peg 
will be the vacation season, travel and the great out- 
doors. Here we have a ready-made, logical and con- 
vincing sales argument that will be much stronger in 
1956 than it has ever been before. 

Take a look at travel prospects for a fair indication 
of what lies ahead. Already newspapers the country 
over are printing Summer travel sections with a volume 
of advertising apparently ahead of other years. Advance 
bookings for European travel exceed those of any other 
year this early in the season. Last month the Queen 
Mary sailed from New York with passenger space 
completely sold out; it was the first time this ever 
happened in April. A lot of Americans are planning to 
visit England and the continent, both for pleasure and 
on business bent. The number, incidentally, will include 
Boor anp SHOE Recorper’s fashion editor, Eleanor 
M. Rutty, who will shortly take off on an observation 
tour of European footwear fashion centers and report 
to RECORDER readers on the newest trends. 

Not all Summer travelers will be seeing Europe. 
however. Canada. the Caribbean, Mexico and Hawaii 
will attract their share, and it promises to be a bigge: 
share than ever before. And not all Summer travelers 
will visit foreign places. We have plenty of space for 
travel in the little old U.S.A. Southern folks will travel 
north for coolness and relaxation in the woods and 
mountains; a lot of northerners will take advantage of 
low fares and reduced hotel rates to visit southern 
resorts in Florida, southern California and all those 


May |, 1956 


attractive places in between. Another horde of Summer 
travelers won't even worry about transportation fares 
or hotel rates. They'll just jump in that new car and go 
where fancy leads them, which means just about every 
where, 

Time was when shoemen worried about automobiles, 
figuring that folks who walked less would buy fewer 
shoes. Actually it works out just the other way, Ameri 
cans like to travel sitting down, but they walk a lot 
And the fact that 


voing places makes them spruce up, buy more clothes 


when they get there. mere they’re 


and many more pairs of shoes. There are hundreds of 
styles, designs and types of shoes on the market right 
now that folks never heard of until Summer vacations 


were made available to practically everybody, and 


travel became the popular diversion that it is today, 
“But isn’t all this common knowledge to everybody 
ask, “Why 


to tell us something we already know?” Because, while 


in shoe business?” you may waste space 
everybody knows the influence today’s wider participa 


tion in Summer activities has on shoe business, not 
every shoe man does very much about it, The tendency 
on the part of the majority is just to let nature take its 
course, figure the harvest will be automatic and expect 
that everybody will get his share. There may be some 
ground for such expectation, but only to a limited 
degree. To make the most of the opportunity and really 
cash in, you have to go all out in selling and in sales 
promotion, 

They had some interesting sales meetings down at 
General Shoe, in Nashville, last month and a principal 
how to 


“Never 


ur ged 


topic of discussion was the consumer, and 
persuade “him and her” to buy more shoes 
underestimate the power of the consumer,” 
Maxey Jarman, chairman of the board, in addressing 
There’s a 
merchant should put in practice, for it ranks with John 
classic dictum that “The 

M. S. Wigginton, vice-president in 


charge of sales distribution, coined a new word, “con 


the salesmen. principle that every shoe 


Wanamaker’s customer is 
always right.” 
sumerism, the science of making people want things.” 
They’re going to want a lot of things. including shoes, 
for this Summer of 1956. It's none too soon to begin 
planning how to translate those Summer shoe wants 


into sales, 





| have 
peel 
ASKe... 


“How is Freeman Shoes using THE 


SATURDAY EVENING POST?” 


Here is the answer: 

We have been using the POST for 25 years, 
starting with the January 3, 1931, issue. 
We have always considered the POST as 
the “flying wedge” of our national adver- 
tising program. This year we have con- 
centrated our national advertising in THE 
SATURDAY EVENING POST. We feel 


that the POST fits our needs ideally. 


W hat are those needs? 


@ We want to reach, on behalf of our 
more than 5,000 dealers, the millions 
and millions of men who have to look 


their best and are able to afford it. 
H. C. Farmer, Advertising Manager, 

We want to reach the men who set the prema: omen Corporation, Setet, Wis, 
buying habits in almost every walk of . 
; When I have been asked, “Why is Freeman 
life and in every section of the country. ’ = 

using the Post? these are a feu o} the 
We want a publication that has a real answers I give! And these are a few of the 
merchandising force to serve as the reasons why over 5,000 of America’s finest 
focal point of our comprehensive mer- shoe merchants will be selling more pairs 


chandising program. of Freeman Shoes than ever before! 


y Kv e ning 


The gaturda 


pos —builds brand names! 
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Te sell 


young men 


you need the 


SMART 
STYLING, 
TOP 


with smart styles such as 


No. G7915 a moccasin-loe and 
hlucher in teak brown leather, 


with rubber heel and leather sole 


eo RIGHT PRICE 


yy, Doyles 


| fn SHOES (@f FOR MEN 


shee making 


The new Douglas line is filled 
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Ombré-shaded TayloPleat 
SHUGOR in novel structural 
use cc hoes the color tones 

of the vamp 


Startling new ombré TAYLOPLEAT 
SHUGOR adds style and fine fitting to 
top-fashion footwear. Its exotic color, 

Phe black and gold of th texture-interest, and styling, complement its 


apenene saep 3 repens welcome comfort and easy efficient fitting 
in this black suede pump : coed : “pe 
vith its small gold button adjustment. TayloPleat SHUGOR is also 


available in plain colors. 


THOMAS TAYLOR & SONS 
HUDSON, MASSACHUSETTS 


Ankle strap ot ombre-shaded 
layloPleat SHUGOR accentuates 
clever styling 





Copr. 1956 Thomas Taylor & Sor 





LOVOLL 


tleGas Keeo Shoed tse Shape 


Poron is the new modern insole material, 

the result of long research and development. 

It provides all the quality of nature’s 
traditional materials plus many improvements. 


Poron insoles are more pliable, more 
absorbent, more durable. PORON makes a 
better insole and better shoes. Even after 
months of wear, PORON insoles remain 

as good as new. As important as any single 
advantage is the proven fact that shoes 
made with PORON hold their 

shape much better. 


Manufacturers: Save grading and sorting. 

Carry a lower stock inventory and enjoy 

fewer stock fitting cripples. PORON does not 

shrink in stock and no allowance need be 

made for shrinkage in insole patterns. Costly 

returns caused by insole failure are avoided. These shoes were worn for 9 months. Note the absence 
of curl in the lower one which was made with PORON 


Capitalize on the advantages of PORON You can avoid curling like this in the shoes you supply 
for increasing your shoe sales if you use PORON 
and brand loyalty. 


Compare these advantages 
Product identity at \ 
point of purchase \_ 
can be supplied free © Won't crack, dry out or stiffen 
of charge. Ask about ; ; 
the ‘Merchandising of Shoes hold their shape 
Package’ for PORON a, Does not stain hose 
which includes helps , ; 
for retail salesmen. No rot, curl or wrinkle 


More flexible shoes 


Higher moisture absorbency 


4a UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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BILTRITE 


FOR SLIPPERS . .. SCUFFS... BEACH WEAR 


a - Bilerite Sof-Cel. a the extremely light cellular soling material 


ae which combines soft comfort and durability, It’s remarkably flexible 


and resilient. Closed cell construction prevents the absorption of 
im a variety of the latest, most popular colors 


“sm uniform sheets. 


cc oT BILTRITE 
RUBBER COMPANY 


in Canada: American Biltrite Rubber Co. (Canada) Ltd,, Sherbrooke, Que 
- Warehouses: 2440 Enterprise Street, Los Angeles 1010 Gratiot Street, St. Lous 
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CELASTIC SOFT-BOxX 


There’s an important inside story for your leisure time styles it’s 


e 


Celastic Soft - Box. Smart styles stay that way with the “just right” 
softness of this specially developed material. And it is easy to work 
with, too. Manufacturers like the way it handles — make a big selling 
point of its comfort styling. 


Celastic Soft-Box is one sure way to keep your best styles forward 
in the sales parade. 


BOx TOES 
*Calestic is @ registered trademark of the Celeste Comm 


UNITED SHOE MACHINERY CORPORATION BOSTON, MASSACHUSETTS 








Headlines and Footnotes 


Important Trade News and Trends of the Fortnight 
As Reported by RECORDER Correspondents 





Independents Strong in Customer Service 


Individual Retailer Close to Consumer and Has Opportunity to 
Win Customers by Personal Attention, Maxey Jarman Tells General 


Shoe Salesmen at Meeting 


“Despite some alarmists and pessimists, the current 
position of business is excellent,” said Maxey Jarman, 
chairman of the board of General Shoe Corporation, 
in addressing salesmen of that organization at a meet- 
ing in Nashville preceding the first showings of the 
new Fall lines. He reviewed a number of important 
factors in the business situation, such as disposable 
income, which is running ahead of a year ago; depart- 
ment store sales, which are also ahead; agricultural 
income, which is down, and the state of inventories, 
which show some increase, partly due to higher prices. 

“One of the most dynamic factors in business activity 
today,” said Mr. Jarman, “is the increased income of 
people, a lot of which is coming about through in- 
creased wages, which because of improved efficiency in 


industry are not increasing selling prices by an equiva- 
lent amount. New equipment, new methods of opera- 
tion, new plants more efficiently designed have absorbed 
part of the increased cost of higher wages. And higher 
wages make for more spending. To the degree that 
prices do not have to go up by the same amount of 
increase as the wages, this increases the possibility for 
a higher standard of living and more unit production 
and unit sales. And that is just exactly what is hap- 
pening in this country. 

“What does all this add up to? More consumers, 
with more money to spend, more of them employed, 
more of them with increased desires for products, more 
young people growing into maturity and having their 
purchasing habits formed by the kind of sales promo- 
tion that they are exposed to. This adds up to the 
fabulous opportunities that exist in this country.” 

In the course of his address Mr. Jarman took oc- 
casion to emphasize the fact that a large part of the 
thinking and effort of the organization he heads is 
aimed at serving the independent merchant and helping 
him do a better job. He said in this connection: 
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Wigginton Stresses “Consumerism.” 


“We believe the independent merchant is close to 
the consumer and has the opportunity to render greater 
personal service in an industry like ours which is based 
on personal service. 

“In a way I feel that this consent decree is con- 
firmation of our belief and desire to service the inde- 
pendent customer, and that is a basic part of our plan 
and our future as we go on our way toward greater 
progress this year and in the years ahead,” 

M. S. Wigginton, vice-president in charge of sales 
and distribution, also emphasized the importance of 
the consumer in his address to the salesmen. He said 
in part: 

“Recently a new science has developed in the country 
—~a science born from and in response to the economic 
needs of the country, and that is the proper way for a 
science to develop. The name of this new science is 
CONSUMERISM. Some refer to it as a phenomena— 
a new ability of thousands to spend more—to switch 
to products and standards associated with the higher 
standards of living. On the other hand, I prefer to think 
of it as a science—the science of making people want 
things, and by the exercise of this science, enable 
these thousands and millions of people, not only to 
spend their money, but also to enjoy spending it, and 
get the full benefits therefrom. 

“Why do I say that consumerism—the science of 
making people want things, is more important to the 
economic stability of the country than any other 
science? There are two reasons, one following the other, 
as the night the day— 

“1. In the first place, there have been fundamental 
changes in the general character of our economy, 
changes which have been in the making since the first 
World War, and have been proceeding at an accelerated 
rate of pace since the end of the second World War. 
Within the lifetime of most of us here there has been 
a revolution in this country which will probably be the 
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most far reaching in the annals of history. That revolu- 
tion was and still is primarily economic, Prior to the 
end of the first World War, the United States, while 
achieving a higher measure of political participation, 
civil liberty and mass education than any other great 
power, economically, none the less, was still struggling 
with the problem of so increasing its production that 
means for an adequate life might be available to sub- 
stantially every one, But that adequate life was pretty 
well described in terms of what we would consider now 


to be minimum needs. 


Resources Beyond Past Dreams 

“By the end of World War two, this objective, that 
is the making the means of an adequate life available 
to substantially every one, with a fair distribution of 
income, was pretty well accomplished. Since that time 
there has been further enormous progress suggesting, 
and | quote the Twentieth Century Fund on America’s 
Needs and Resources, that the United States has not 
merely climbed to a new plateau, but is ascending 
heights whose upper limit is not yet measureble and at 
an accelerated rate of speed. The Twentieth Century 
has been a time of turbulence and terror. Yet it is 
endowing its children, at least in the United States, 
with resources beyond the dreams of past generations, 
and distributing its benefits well enough to give an 
overwhelming majority of Americans at once the high- 
est standard of living ever achieved by a great popu- 
lation and the promise that this standard will continue 
to rise, 

“2. What has been the essential characteristic of this 
change? I would say that while treatises could be 
written on that subject, the one outstanding character- 
istic of the society in which we live today is that since 
the end of World War two, we have definitely passed 
from an economy based on needs to an economy based 
on wants, and that change has profound significance 
to all of us who provide goods or services in any form. 

“The difference in merchandising approach caused 
from this change in the fundamental character of the 
economy is tremendous. It is like this—when an 
economy is based on more or less subsistance, the 
economic problems are relatively few. Its choices and 
decisions are very limited. No great spiritual question 
is raised about the desirability of obtaining enough 
food to dispel hunger, to create shelter that will be 
tolerable, or enough clothes to cover the body and the 
feet. That is simple and that is basic, and it wasn’t too 
many years ago that we pretty well had that kind of 
an economy. It is what we would call now a bread, 
meat and potatoes economy. But now all of that is 
changed, and is destined to change even more rapidly 
in the future, because Americans on a scale never 
before known are reaching a point where each can get 
what he really wants, 

“The logical result of all of this is, and this is why 
I say the science of consumerism is the prime business 











science today—that the continued prosperity of the 
country depends on the ability of merchants, both of 
soft goods and of hard goods, to so design and present 
merchandise that thoroughly fits in with the way people 
live today as to appeal to their wants, so that they will 
then make their choice to buy the merchandise. In that 
way the economy reaches higher and higher levels 
through an increasing exchange of goods and services. 

“Not too many years ago we thought of three markets 
in this country: the carriage trade which bought 
luxuries; the middle market, which bought reasonably 
adequate needs, and the low-end market that couldn’t 
even buy needs. Now all of that is changed—for prac- 
tical purposes, there is only one market in this country, 
and that is the great middle market, and the prosperity 
of the country depends on the ability of merchants to 
persuade that tremendous market with money in their 
pockets to buy their wants and not their needs. This 
can be summed up this way—-man’s needs are finite 
man’s wants are infinite. 

“In 1939 the gross national product in this country 
was $91,000,000,000. In 1955, it had grown to $387,- 
000,000,000 an increase of 325 per cent. Where did 
that increase come from? From an increase in popu- 
lation? To some extent. From a rise in the price level? 
Partially. But primarily that increase came from con- 
sumers on a scale never before known buying things 
they wanted and didn’t know they could have prior 
to the last ten years. No other explanation can possibly 
account for such a phenomena. Incidentally, the gross 
national product for 1960 is estimated at $440,000,- 
000,000, a further increase of 35 per cent, and it can 
be more if this science of consumerism is faithfully 
applied. 


Increase in Relation To National Product 

“In this connection “Sales Management” magazine 
recently studied the record of certain corporations, 
comparing their 1939 performance to 1955 on the 
basis that if a company’s net sales in 1955 were up only 
325 per cent above that of 1939, that corporation had 
only held its own in the economy, and they then 
measured gains or losses compared to this 325 per cent. 
I had never thought of it that way, but it is a good way 
to think about it, and while our company was not 
studied in these particular figures, I made them myself, 
and here they are: 

“1. In that period, our volume increased 917 per 
cent, but 

“2. In relation to the increase in gross national 
products, our volume increased 217 per cent. 

“These are not bad figures, indicating that we have 
been applying the science of consumerism pretty well, 
It does indicate, however, that while we think some- 
times we have increased our business ten times above 
what it was in "39, and the figures show that, actually 
in reference to the increased potential in the country, 
we have only tripled it. It is a sobering thought. Maybe 


Boot and Shoe Recorder 






we are not as good as we sometimes think we are, but 
I use these figures simply to make this point—we must 
measure our performance from here on out, not in 
comparison with past years, but in comparison to the 
potential in the country today, and that potential is 
rising by the minute. In this important science of con- 
sumerism, there are three key factors: 

“, The creative manufacturer working through— 

“2. An intelligent sales force, that thoroughly under- 
stands the real basis of our economy today, 

“3. With independent retail merchants, close to 
their own operation, knowing their customers by name, 
knowing their hidden aspirations, their wants and 
their desires and catering to those wants and desires. 

“And I say the independent merchant is the key 
factor in all of this, and can use this science of con- 
sumerism to his tremendous advantage and profit. Now 
why do I say that when it is a known fact that ou: 
company has company owned stores, and I happen to 
be charged with the responsibility of the operation of 
some of them? That is a fair question, and | want to 
answer it fairly. Chain stores have an important part 
in our economy, and they always will have. They do 


Shoe Products Unchanged 


Goopyear TIRE & RUBBER CO., of Akron, Ohio, 
announced on April 3 one of the most sweeping realign- 
ments in its top level management since the company 
was organized 57 years ago. 

Paul W. Litchfield, 80-year-old chairman of the 
board, continues in that office but has relinquished his 
principal authorities and responsibilities to President 
E. J. Thomas, who now becomes the chief executive 
officer of the great rubber processing organization, with 
its various branches devoted to the manufacture of 
different kinds and classifications of rubber products. 

Creation of three new executive vice-presidencies 
was announced by Thomas. These posts will be filled 
by Vice-Presidents R. S. Wilson, sales; P. k. H. Leroy, 
finance and accounting, and Russell DeYoung, pro- 
duction, personnel, research and development. 

Three of Goodyear’s younger executives were made 
vice-presidents of the parent firm. They are Victor 
Holt Jr., who has been vice-president of the subsidiary 
sales company; L. E. Spencer who has been assistant 
to the president, and F. J. Carter, who has been director 
of personnel, 

Thomas disclosed the company will lean toward more 
of a committee form of management under his leader- 
ship. He announced the membership of four committees 
—policy, executive operating, foreign operations, and 
aircraft. 

Thomas’ appointments also included new 
general managers. J. S. Bruskin will be in charge of 
films and flooring; R. E. Pauley, foam products, and 
E. M. Eickmann, aviation products. They will be re- 


three 
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a wonderful job in supplying people’s needs, but when 
it comes to making people want things, the independent 
merchant has every advantage in the world over the 
chain store operation, no matter how efficient that 
operation is, because that independent merchant is 
closer to his customers, and he knows most likely what 
they will want, and how he can appeal to those wants. 
| am not talking to myself on this one—I invite your 
attention to the Department of Commerce figures just 
released, showing shoe store sales in 1955, and here 
is what they are— 


“ 


1. Independent shoe stores increased their volume 
11.1 per cent. 

“2. Chain stores (organizations of eleven or more 
units) increased their volume 6.95 per cent, and what 
do these figures mean—simply this, that while 1955 
was a good year for the shoe business at retail, the 
independent retailer did a 60 per cent better job than 
the chain store retailer, and in my opinion, the reason 
he did it was because consciously or unconsciously 
he was applying this science of consumerism, and that 


is where he is going to continue to gain.” 


in New Goodyear Set-up 


sponsible to Thomas, in coordination with J, E. Mayl. 
subsidiary vice-president in charge of films, foam and 
flooring. 

F. R. Evans continues as general manager in charge 
of shoe products, a position to which he had previously 
been appointed. 

* * ” 


Shoe and Leather Division 
For Charities Drive Meets 


Ay organization meeting of the Shoe and Leather 


Division of the 1956 campaign for Catholic Charities 
in the Archdiocese of New York was held April 10 at 
the Harvard Club in that city. Louis B. Keane, of A. S 
Beck Shoes, is division chairman. Plans were made for 
the solicitation of contributions from industry members 
and the work is already under way. The Cardinal's 
Committee in charge of the overall campaign has been 
assigned a total of $1,100,000 to be raised by the 
various industry groups. The Shoe and Leather Com 
mittee has been asked to raise a moderate quota. 

Representing the central administration of Catholic 
Charities at the Shoe and Leather Division meeting 
were Joseph T. Cooney, executive secretary, Rev. J. 
McKeown and Miss Katherine McMahon, 

Over a half-million, from infants to aged, are served 
by Catholic Charities of this Archdiocese, said Father 
McKeown, in the various activities of the organization. 
Better than 8,000 children are cared for daily, with 
many more entitled to aid, Fully three-quarters of the 
aged, he indicated, are in need of assistance. 





Five Shoe Merchants Honored by Brand Names Foundation 


Brand Nemes Week 
USA. 


Earl D. Miller (lefti, Heckert Shoe Company, Appleton, 
Wis., receives the most coveted award in retailing, top 
honors In Brand Names Foundation's 1955 Retailer-of-the- 
Yeor competition. Certificates of distinction runner-up 
honors went to Saul Marmer (second from left), Marmer's 
Shoes, Cincinnati, Ohio; $. Sherman Coates (center), Mil- 
gram's Quality Shoes, Gary, Indiana; Sid Brouse (second 


EAR D. MILLER, secretary of the Heckert Shoe 
Company, Appleton, Wis., was honored April 18 as the 
nation’s outstanding shoe store merchant in Brand 
Names Foundation’s 8th annual Brand Name Retailer- 
ofthe-Year competition. He received a bronze plaque 
as the top award winner in his retail category. The 
award was made at the Brand Names Day Dinner in 
the Grand Ballroom of the Waldorf-Astoria Hotel, New 
York, before an overflow audience of 1700 key figures 
in government, industry and retailing. 

Four other shoe store merchants shared the spotlight 
with Mr, Miller as runner-up Certificate of Distinction 
winners in the competition. They were: Saul Marmer, 
vice president, Marmer’s Shoes, Cincinnati, Ohio; S. 
Sherman Coates, manager, Milgram’s Quality Shoes, 
Gary, Ind.; Sid Brouse, manager, Lazarus Bros., Tulsa, 
Okla., and William A. Mechem, general manager, Stan- 
ley’s Shoe Store, Athens, Ohio. The Heckert Shoe Co., 
Marmer’s Shoes, and Milgram’s Quality Shoes are all 
former Certificate of Distinction winners. 

The awards ceremony brought to a close the three- 
day program honoring this year’s Brand Name Retailer- 
of-the-Year award winners for their outstanding presen- 
tation of manufacturers’ advertised brands to the public 
during 1955. Honors were given to 120 merchants in 
24 categories of retailing. A bronze plaque was pre- 
sented to the Brand Name Retailer-of-the-Year and four 
Certificates of Distinction were granted to the runners- 
up in each of the categories. 

The winners came from 88 cities in 35 states and the 
District of Columbia. They were selected by a panel 
of judges composed of 20 of last year’s 24 top award 
winners, 
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from right), Lazarus Bros., Tulsa, Oklahoma, and William 

A. Mechem (right), Stanley's Shoe Store, Athens, Ohio. 

The five firms were among 120 in 24 categories of re- 

tailing honored for their presentation of manufacturers’ 

advertised brands to the public during 1955. The citations 

were given at the Awards Dinner in the grand ballroom 
of the Waldorf-Astoria Hotel, New York, April 18. 


Following the awards ceremony at the Brand Names 
Day Dinner, the winning retailers were congratulated 
on their achievements by the Vice-President of the 
United States, Richard M. Nixon, who delivered the 
keynote address at the banquet. 

Mr. Nixon’s address was followed by an hour-long 
show produced and staged by the National Broadcast- 
With Steve Allen as Master of Cere- 
monies, the entertainment featured such stars as Eydie 


ing Company. 


Gorme, Steve Lawrence, Jean Carroll, the Peiro Broth- 
ers, the Trio Charlival and Harry Lennon’s orchestra. 

Earlier in the day, Edward R. Taylor, vice-president 
of Motorola, Inc., Chicago, was re-elected chairman of 
Brand Names Foundation’s Board of Directors for the 
coming year at the annual meeting of the Foundation’s 
membership held for the purpose of electing its officers 
and directors, 

Henry E. Abt, who was re-elected president of the 
Foundation, congratulated the Brand Name Retailer- 
of-the-Year award winners. “They have had their justly 
deserved honors for excellence in the promotion and 
advertising of products bearing the nation’s great trade- 
marks,” he said. “Now these merchants return to their 
home towns and cities with the eminence and the new 
responsibilities that come with leadership. 

“Through the years it has been demonstrated beyond 
doubt, that the growing corps of annual winners in this 
competition have, as a group, become an aggressive 
and dynamic force—the pace setters for better retailing 
of the productive output of the nation’s industries, Their 
example and their active leadership not only influence 
the other dealers in their towns, but merchants in the 
same fields of retailing throughout the country.” 
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This year there'll be 
hundreds of thousands of 

brand new prospects for the brand 
new Official Cub Scout shoe in 
black. Every boy who becomes a Cub certainly 

is a real prospect (with the number growing 

every year). A new Cub Scout is a proud and 
excited youngster. You can bet your “bottom 
dollar” he wants to be a completely correct Cub 
and the new black shoe now is an official part 
of his uniform. Official Scout shoe business 


already is big. The addition of this 


Official Cub 
Scout Shoe 
Black All-Purpose 
Oxtlord 


sturdy, good-looking new black shoe 
for wear with the blue Cub Scout 
uniform will make it still bigger. 


Write us today for further information. 


W. L. Douglas Shoe Company 
Nashuille, Tennessee 

A subsidiary of 

General Shoe Corporation 








Looks exclusive, sells at a popular price 


ME LGO- 


If MEI GO by I awrence were as expensive 
as it looks, your customers couldn't afford it! 

lhis mellower corrected grain combination 
tanned side leather has the pedigree look of 
distinction without the high price tag. Yet, 
for all its smooth, rich beauty, MELGO is 
rugged and resists wear and scuffs. But there’s 
more to MELGO than beauty and long wear! 


A. C. LAWRENCE LEATHER COMPANY, 


MMI GCC 


Yl 
G 


Lawrence MELGO is exceptionally work- 
able, put it to work making sales for you. 
Your customers would expect to pay more 
for fine leather like MELGO that’s why 
you can expect more business from it! 

Also in the “Great American Family” of 
side leathers by Lawrence: mellow FINA, 
luxurious TOPPA and quality UNEEKA. 


A DIVISION OF SWIFT & COMPANY, (INC) PEABODY, MASS. 





NEWEST 


Pt tints ; 


"a a a 


deluxe 

| push-button aerosol 

44, V foam white shoe cleaner 
with its own 

giant applicator * 


rOnNIl 


Lanol white 


contains Lanolin. 


If ever a product had sure-fire sales appeal... this 
is it! That's right...famous ESQUIRE LANOL-WHITE in a 
handy push-button foam that's easy to apply... 
gets white shoes whiter than new... helps 
keep them kitten soft too! 
And what an eye-stopping package! ...A 
deluxe cosmetic-type container with a great 
big applicator enclosed right in the cap— 
providing not only a giant size applicator—but 
also a perfect place to keep it when not in use. e 
Get your orders in now for ESQUIRE FOAM o 
LANOL-WHITE and watch your sales 4 
go up with the temperature! %, 


oe 
Product of Knomark Mfg. Co., Inc., e4 


Ose ahh i 
Brooklyn 11, N. Y. ne 
This colorful 
counter “salesman” 


packed with every dozen. 
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BEARFOOT S 


7 ai Tul, fet Hl ‘ Sed 


means more style...means more comfort.. 


BEARFOOT NITROCREPE WITH 
STYLISH GRID DESIGN —the light- 
as-a-feather magic of microcellular con- 
struction plus a new safety grid surface 
in five perfect colors for fall. Tan, black, 
red, brown, and white. Ideal for all out- 
door wear. Bearfoot Nitrocrepe will help 
the leading sport shoes take the popu- 
larity spot light this fall. 


BEARFOOT NITROCREPE IN 
CREPE DESIGN WITH NEOPRENE 
TYPE "“S”" CREPE WRAP. Another 
fall favorite in the microcellular field for 
quality and sales with strong long wear- 
ing Bearfoot Neoprene welting. Watch 
the demand go up for fall outdoor shoes 
in every style featuring this comfortable 
long wearing, always-in-shape Bearfoot 
sole and wrap. 
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. means more sales! 











microcellular, light weight—oil dae edenehin 
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BEARFOOT NEOPRENE SOLES are the natural leaders in smartly styled, com- 
fortable and long wearing work and safety shoes. Bearfoot pioneered the nappy 


combination of comfort, plus long wear for every work condition. Bearfoot Safetred 
Neoprene Nitrocrepe affords two way slip resistance wherever difficult conditions exist 
under foot. Highly resistant to oils, acids, grit and sharp cutting particles, Bearfoot 


Safetred Neoprene Nitrocrepe helps sell the country’s finest most dependable work shoes. 


A TRUSTED NAME ON SHOE BOTTOMS SINCE 1924 


THE BEARFOOT SOLE COMPANY, INC. WADSWORTH, OHIO 


Boston: 183 Essex Street, J. M. Calvin, Manager © Milwaukee; 1931 S. Allis, C. R. Gage, Manager ® St. Lovis: 1602 Locust Street, F. E. Alston, Manager 
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H. F. HECKERT and EArt D. MILLER, 
of Heckert Shoe Co., Appleton, Wisconsin. 
Chosen “Shoe Retailer of the Year” 


by The Brand Names Foundation 


MWe have 
heen 
asked... 


What do you 


think is most 


























important 


to retailers ? 


Our answer is... 


“Brand names!’’ 


We have been honored by being selected as minds are working for the retailer who sells 
“Brand Names Shoe Retailer of the Year.”’ But 


our store has been dealing with brand names for 


“brand name”’ items. Therefore, at no extra 
cost, he gets the very best professional help 
quite a few years—68, to be exact. in building consumer acceptance and confi- 
So we know how important it is for a retailer dence all along the line. 

In our book, Freeman is one of the greatest 


notable both 


to have a recognized, well known name attached 


to his merchandise. brand names in men’s fine shoes 


It breaks down resistance at the very begin- 
ning of a transaction, and serves as a clincher 
at the close. 


The finest advertising and merchandising 


for the quality it identifies and for the merchan- 
dising helps and consumer advertising Freeman 
has vigorously promoted with consistency 


throughout the years. 


FREEMAN SHOE Corporation, BELorr, WISCONSIN 


Serving over 39,000 of {merica’s finest shoe dealers 


Wonderful Feeling ai b= ex i AWN Shoes for Men 
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WHY NOT? 





—We hope our readers won't take it amiss if we 


| 


quote often from the same source; but we like to 
share the humorous, practical and profound think- 
ing that is so often disguised with sugar-coating 
by the Valley National Bank of Arizona, Take 
their “Wild Blue Yonder” for instance, where 
they say: 


“The U.S. Air Force has nothing on U. S. econo- 
mists. The latter take off into the Great Unknown 
with a bravado and abandon that would put any 
spaceman to shame. No economist worthy of the 
name has failed to come out with a ‘blueprint’ of 
the future, encompassing anywhere from ten to 
twenty-five years. What amazes us more than any- 
thing is the preciseness of these calculations. They 
not only tell us how much money we will be mak- 
ing in 1965 and 1975, but how many babies, bath- 
tubs and bazookas will be produced. 


“This rash of predictions is a little disconcerting 
to those of us who haven't the faintest idea what 
is going to happen next year or even next month... 


“Most of the seers regard the next ten years as just 


a breeze. The only question seems to be whether 
we continue straight up or zigzag a bit on the way. 
The chief argument hinges on whether the econ- 
omy will grow at an annual rate of 3, 4 or 5 per- 
cent. 


“Not to be outdone, we also have a theory. If pros- 


perity is purely a matter of turning on the spigot, 
why be content with a measly 3, 4 or 5 percent an- 
nually? Why not 10, 25 or even 100 percent? This 
is known as the ‘Let’s-Not-Settle-For-Peanuts- 
When-We-Can-Have-Caviar’ theory.” 


Fe. [been 


Editor Emeritus 
Boot anv SHoe Recorver 


May |, 1956 





America’s 
Finest Fitting Shoes 


for children 





$timulate $ummer $ales 


Scuff toe bumper No. 270. Brown only. 
Other sandals without Bumper toe— 
170 white, 370 red, and 970 blue. 





All colors: sizes 6-12, Widths B to E 


VAISGEV-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 
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=) lid is BIG on TV 


4 4 These 10 big league stars show kids ‘‘how to play baseball”’ 










































Yogi Berra, Red Schoendienst. Nellie Fox, Pee Wee Reese, Ted Williams, 
New York Yankees St. Lowis Cardinals Chicago White Sox Brooklyn Dodgers Boston Red Sox 













































Ted Kiuszewski, Herb Score, Al Katine, Duke Snider, 


Robin Roberts, 
Cincinnati Redlegs Cleveland Indians Detroit Tigers Brooklyn Dodgers 


Philadelphia Phillies 












Ted Williams, star of the Boston Red Sox, and one of 
the greatest hitters of all time, is the TV announcer for 
“P.F’’, He introduces baseball’s top stars who demon- 
strate “how to play baseball.’’ Ted tells the boys and 
girls about ““P-F’’. . . selling the youngsters in your 
neighborhood on ‘‘P-F’’ Canvas Shoes! 














Bigger and better than ever, national coverage for 
“P.F”’ TV has been expanded to nearly double the num- 
ber of markets, Over the years “P-F’”’ TV advertising 
has proven a great sales builder. Now “P-F” TV is 
heading for its biggest year in history. This means 
extra sales and extra profits for you. 













Al Kaline of the Detroit Tigers .. . 
American League batting champion .. . 
giving tips on how to bat to a future big 
league star. 
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BIG PAY-OFF TIME! 


(longer than ever) 





TIME IS A BIG PROMOTIONAL EVENT 


Display these PF’ sales-clinchers prominently in your store 
-..- cash in on the biggest, hardest-hitting PF Time ever! 


(BIG LEAGUE |e 





Colorful, entertaining, instructive, profit-tested ““P-F’’ point-of-sale mate- 
rials—displays, counter cards, special “‘P-F’”’ Time pennants and streamers 

identify you with the big new “P-F” TV advertising . . . announce to men, 
women and kids, already presold on “P-F’’ Canvas Shoes, that your store’s the 


place to buy ’em. 


Canvas Shoes are made only by 
B.F. Goodrich and Hood Rubber Co. 


Watertown, Mass. 
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NEOPRENE SOLES 


add long wear and comfort 
to sturdy safety shoes 


There’s no job too tough for these rugged safety shoes. 
With steel shanks and toes plus sturdy brown glove-leather 
uppers, they’re made to take rough treatment. For added 
durability they’re fitted and stitched throughout with 
threads of Du Pont ‘‘Dacron’’*. 

Neoprene soles withstand scuffing and abrasion on con- 
struction jobs . . . will not chip or crack. In machine shops 
their resistance to oil, grease and solvents assures long 
wear. Heat will not harm them, so that neat sole profile is 
there to stay. And the resilience of neoprene soles makes 
comfort one of your best sales points. 

It’s easy to see why neoprene helps solve the problem of 
designing shoes that wear longer, feel better, and sell faster. 
That’s why you'll find soles of Du Pont neoprene on to- 
day’s finest work and safety shoes. 


*Du Pont's trade-mark for its polyester fiber 


DU PONT NEOPRENE 


The rubber made by Du Pont since 1932 


*t6.u. 5. pat OFF 


BETTER THINGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 


Courtesy of 

Hy-Test Safety Shoes Dwision 
International Shoe Company 
St. Louis, Mo 


Only neoprene offers this balanced 
combination of properties 





for work- and safety-shoe soles 


Resistance to oils, greases 

Resistance to flex cracking—even at freezing 
temperatures 

Resistance to abrasion, chipping 

Resistance to acids, and other 
chemicals 

Resistance to heat 


SEND FOR FREE BOOKLET 


KE. I. du Pont de Nemours & Co. (Inc.) 
Elastomers Division BS-5, Wilmington 98, Del 


Please send me your booklet which contains information 
about neoprene soles . . . descriptions of neoprene’s unusual 
properties and superior qualities. 


Name Position 





Firm 





Address 
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by George H. Baker 








J. G. Sehnitzer on Prices 


Baby Boom Pays Off 


Pre-Easter Sales Down 











J. G. Schnitzer, director of the Leather, Shoe and Allied Products Division 
of the Business and Defense Services Administration, U. 5. Department of 
Commerce, came away from the recent Boston Advance Shoe Market Week 
sponsored by the New England Shoe and Leather Association with the 
following impressions of price and market conditions prevailing in the 
New England area: 

“Shoe manufacturers in the New England area evidently are having 
considerable difficulty in passing along their cost advances to their 
customers. 

“Volume buyers who purchase in the New England area are very 
insistent that the old prices be maintained on new business. 

“The New England manufacturers are confronted with raw material 
price advances, higher minimum wages and other wage demands, plus 
increased transportation costs. It is difficult to see how these manufac- 
turers can absorb any more cost increases. 

“It seems most probable that at least some of their higher costs will 
have to be passed along to their customers.” 

At the New England showing, Mr. Schnitzer reports that considerable 
attention was paid by buyers to the new styles in men’s shoes. The new 
styles and the new leathers in men’s shoes have “caught on” to a very 
encouraging degree, and there is good reason to believe that this year’s 
styles will generate enough consumer interest to jack up still further the 


per capita consumption of men’s shoes, he believes. 


Fastest-growing age group in the United States today is the 5-to-13-years 
category. The latest U. S. Census Bureau statistics show that this group 
of youngsters has increased 28 per cent in the past five years. 

The so-called “baby boom” of the early 1950s is beginning to have its 
effects upon retailing. There are today nearly six million boys and girls 
between the ages of five and 13, and they all need proper footwear. But 
keep in mind that this big group is constantly aging. In just a few more 
years from now, they'll all be potential customers for high-school and 
college footwear and apparel. 

More than 37 million persons between the ages of five and 34 are 
enrolled in schools or colleges in the current school year, the Census 
Bureau reports. This is four per cent more than last year. The biggest 
gain is among the five to 13 age group, and the smallest gain is among 
those in the 18 to 29 age group. 


Retail sales reports received by the U. S. Department of Commerce show 
that pre-Easter sales of footwear were sub-standard in nearly all areas of 
the country except the Southeast. 

Bad weather is chiefly to blame for the slump in sales, it is believed 

Pre-Easter weather on the Eastern seaboard was characterized by 
unusually heavy snowfalls, icy streets, and low temperatures. In the 
Midwest, storms and low temperatures prevailed almost right up to 
Easter, On the West Coast, heavy rains discouraged many shoppers from 
pursuing their Easter buying plans. 

Retail sales of footwear were bright in Florida, Georgia, Mississippi, 
and Alabama, it is noted. 
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Creeping Inflation 


New SBA Criteria 


Mass Purchasing Discounts 














It is a reasonable assumption that the Spring selling season will see 





a definite pick up in sales, and at least a part—if not all—of the decline 






in women’s and misses’ shoes will be made up. 


Tendency of prices to nudge upward this year is to be further strength- 








ened in the weeks ahead by a spurt in government spending. 





Government, like industry, is finding that the price of nearly every- 





thing it buys is creeping forward. 





Higher prices for metals mean revised price-tags on the planes, ships 





and guns the Defense Department buys. 





Farm price-support payments are rising. 





Foreign aid, under the new Eisenhower plan before Congress, is to 





cost twice as much as last year. 





The sum of all these individual cost advances is worrying Treasury 
He total 
spending for the new fiscal year at $65.9 billion. 





Secretary George M. Humphrey. has estimated government 






Tax collections will exceed this figure somewhat, thus assuring a bal 





anced budget plus a little money left over to retire part of the national debt. 





But if creeping inflation is to add several hundred million dollars 
extra to the cost of running the government, then the likelihood of a 





balanced budget and perhaps some tax reduction becomes only a very 







remote possibility. 





The Small Business Administration is going to revise the criteria it uses 





to determine if merchants and other small businessmen are eligible for 





loans and other SBA services. 





At present, a dealer may take advantage of regular SBA loans of up 
to $250,000, and special low collateral loans of up to $15,000, if its 





annual sales are not more than $1 million and it is primarily engaged in 
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making retail sales of general merchandise. 





A wholesale firm is eligible if its annual dollar volume is not more 





than $5 million. A service firm qualifies as a small business if its annual 





receipts are not more than $1 million. 





These dollar limits may be changed slightly when the agency adopts 







its new criteria. 


The cost advantage large retail organizations gain by mass purchases 





would be strengthened, rather than weakened, if the government adopts 





recommendations of an advisory committee of the Federal Trade Com 





mission. 





The panel spent about two years studying the provision of the Robin- 





son-Patman Act which permits manufacturers and distributors to give 





price discounts only when they can be justified by proving lower costs 
of making or shipping merchandise. The Robinson-Patman Act was passed 






to protect small business from unfair competition by big enterprises. 
Generally, the panel wants the Federal Trade Commission to set up 






more definite guides and lend accounting aid to help businesses interpret 
the cost provision and defend themselves when charged with a violation. 
But the effect, apparently, would be to make it easier for large firms to 
give bigger discounts to some customers without government intervention. 
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“LUCKY STRIDES” and 











“WHIS-PURRS” are backed! 





by a fast, reliable 






In-Stock Service on 
H sizes 2% to 14, AAAAAA to C! 
Write for our 







newest Catalog! 


“If the shoe fits... it’s a Lucky Stride”® * 
LUCKY STRIDE SHOES INC. 


BON, 
»? ° 
men" 


f.) 


Maysville, Kentucky 
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KILTIE MOCCASIN 100% leather, un- 
lined weight. Waffle design sole. Sizes: 
B 344/10, AA 4/10, AAA 5/10. White, 
Gray, Red, Pink, Honey in Softee Kid. 
Brown, Black in Kid Suede. 


GINA Italian Pump. Sizes: B 3442/10, 

AA 4/10, AAA 5/10. Black Kid Suede. KILTIE MOCCASIN 
Black, Basque Red, Flight Blue, Vanilla 

in smooth leathers. $3.85 

DIANE Seamed vamp, buckle ornament. 

Unlined. Waffle design sole. Sizes: B 

342/10, AA 4/10, AAA 5/10. Colors in 

Shrunken Kid, Eggshell, Pastel Pink, 

Pastel Blue; in Cambi Ruff, Apricot, 

Creampuff, Ceylon Blue. 


LINDA One strap Square Dance Pump. 
Sizes: M 342/10, N 4/10. White 
smooth, Red smooth, Navy smooth, 
Black smooth, Black Kid Suede. 


AVA Sweater Pump. Sizes: B 3142/10, / COMPARE WITH 
AA 4/10, AAA 5/10. White Glazed Kid, j 
Pink Glazed Kid, Black Glazed Kid, 


Vanilla Glazed Kid, Black Kid Suede. $ 7 Ss... @ P33 95 
: RETAILERS 


all styles have expensive leather counter pockets 
sock linings insoles that water doesn’t affect 
edges trimmed finished pancake heels 


NATIONALLY ADVERTISED 


IN STOCK 


FOR IMMEDIATE DELIVERY 
ONE PAIR OR A THOUSAND 


AVA 
$3.50 





Prices slightly higher west of Denver 


Terms: Less 5%-30 days. Net 31 days. 
WRITE TODAY FOR COMPLETE CATALOG 8-5, AND PRICES 


ED WHITE JUNIOR SHOE CO. e PARAGOULD, ARKANSAS 
Manufacturers 
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PEGGY Made on a new pump last. All 
kid leathers, 100% leather lined. Waf- 
fle design leather sole. Sizes: Women’s 
B 342/10, AA 4/10, AAA 5/10. Misses’ 
B C 1242/3. White, Black, Red, Navy 
Blue, Pastel Pink, Pastel Blue, Black 
Patent, Black Kid Suede, Silver Bro- 
cade (can be tinted), Apricot Glazed 
Kid, Lime Frappe Glazed Kid, Yellow 
Glazed Kid, Turquoise Glazed Kid, 
Tangerine Glazed Kid, Oriental Cloth, 
Black Velvet, Vanilla Glazed Kid, 
Avocado Glazed Kid. Also in Gold Kid 
at $5.00. 







































































ST. 


PATTI Square throat Nylon straw. 
Waffle design leather sole. Sizes: B 
342/10, AA 4/10, AAA 5/10. White, 
Black, Natural, Pastel Pink, Pastel 
Blue. 

VEGAS Square throat pump. Sizes: B 
342/10, AA 4/10, AAA 5/10. Black 
Glazed Kid, Black Kid Suede. In Un- 
lined Shrunken Kid: White, Pastel Pink, 
Pastel Blue, Honey. 


Y every shoe made in our modern factory 












































SEE THEM IN SEATTLE AT THE NEW WASHINGTON HOTEL, ROOM 702 
NEW YORK SALES OFFICE: Rooms 933-935 Marbridge Bidg., 47 W. 34th Street 


LOUIS SALES OFFICE: 


Room 408 Silk Exchange Bidg., 12th & Washington 





Twesdie Footwear Corporation * Jefferson City, Mo. 


S pectrola 


as featured in the MAY issue of ('0MPAN ION Better Homes 


ee 
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TALK 


SAMUEL S. PERSKY, merchan- 
dise manager for Feller’s Inc., 
Harrisburg, Pennsylvania, says: 
“Too many merchants today are 
traditional in their approach to the 
presentation of merchandise. One 
of the major aspects of retailing 
today is change. We spend fortunes 
sampling new styles, new fabrics, 








new items. We hound our buyers 
to find something NEW. Yet, in 
spite of our advanced thinking, 
when it comes to buying—tomor- 
row’s presentation of that mer- 
chandise will have the sameness 
we used last year and the year 
before. If retailing is considered a 
business for creative minds, then 
our presentation cannot be stagnant. 

“The calendar is filled with 
events which mean money for all 
of us, and it has always been our 
intention te have a planned and 
original promotion for every event 
of the year. It is not enough to sell 
the merchandise in your store. You 
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must sell your store to the public 
and strive to strengthen the weak 
spots in your customer picture, We 
believe that using space is not 
enough .. . we feel that if you can 
associate your store, merchandise 
and service with the needs of the 
customer at a particular moment, 
then you cannot help but emerge 


successful.” 


JosePH Ross, 


Daniels & Fisher, Denver, Colorado, 


president of 


says: 


downtown store 


ae 


which has good selections of mer- 


“If you have a 


Ve 
Ye wee ON 


chandise, competitively priced; 
which reacts quickly to the latest 
merchandise trends, which takes the 
time, everyday, to see that its staff is 
warm and friendly to its customers; 
and which projects itself imagina- 
tively to the public; even if it is 
located on skid row in the most 
blighted part of the downtown area, 
as is Daniels & Fisher; even if its 
plant does not compare with its 


Recorder 
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bright, shiny, suburban competi- 
tion; such a store, in my opinion, 
ean still obtain a startlingly in 
creased share of the town’s retail 
volume, 

“Tl am old-fashioned enough to 
believe that a store of 300,000 
square feet can offer better assort 
ments and better selections than a 
store of 100,000 sq. feet. | am old 


fashioned enough to believe that a 





store, centrally located to millions 
of people, is in a stronger position 
than a store centrally located to 
only one-fifth that number; and | 
am old-fashioned enough to believe 
that a store, personally run by its 
top-management, can do a better 
job than stores run by branch man- 
agement, 

“T do not deny that today’s down- 
town store faces new competitive 
problems, new problems of accessi- 
bility and new problems of popula- 
tion juxtaposition; but the funda 


mental sources of a downtown 
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store’s strength are still as real and in leathers that are attuned to the 
true today as they were 25 years fashions they will complement. You 
ago. feel soft mellowed tannages in the 
“I believe that if the downtown leathers shown and light molded 
stores seem to be losing ground, constructions that make the shoe a 
this is as much due to the lack of part of the foot. 
personal attention of top-manage- “You know that as our industries 
ment to the problems of its major continue to follow this pattern, we 
are appealing to the senses and 
creating that all-important urge to 








buy .. . to buy shoes, not because 








the customer needs new shoes but 
because they are the accessory that 
makes her costume. 









downtown plant, as it is to the new 
sociological trends which have af- 
fected our cities, The merchant 
prince of old who left his mark on 
every buyer and salesperson work- 
ing for him is vanishing from the 
American scene, and his place is 
being taken by the retail administra- 
tor who is a specialist in real estate. 


“We believe in colors and varied 
textures. We like combinations of 
textures. After black we feel that 


Storekeeping at the top management the brown family will predominate 


level today, in too many instances, 
is a matter of evaluation after the 
fact, instead of doing the things stetite th 


which will create the fact. I think Rozert FISHER of I. Lewis 
that if we concentrate on the old- Shoes, Philadelphia, Pa a ‘ 


in daytime shoes.” 


fashioned virtue of personalized 
storekeeping and pay attention to 
the problem of running a store 
properly, we will be surprised at the 
results these efforts will bring.” 


“We look to business in the com- 
ing months to be as good and better 
as totals of last year. Our faith is 
in the hundreds of young office 
workers and careerists who work in 

* a ” 
Dororny W. ANDERSON of 


A. C, Lawrence Leather Company, 


the tall buildings around us and 


puts the fashion spotlight on shoes 
and says: 


“rn 


rhe fashion emphasis and crea- 
tive genius of tanners and shoe- 
makers alike during the past few 
seasons have resulted in THE SHOE 
becoming half of the big accessory 
news, for it is focussed on the head 
and the foot. We like to believe the 
shoe will be ‘the better half.’ 
“When you view the shoe fash- 
ions of today and see active and 
casual play shoes . . . trim tailored 
suit shoes . . . simple daytime dress 
shoes . . . slender dressy cocktail 
shoes . . . sparkling dramatic eve- 
ning shoes . . . enchanting ‘stay at 
home’ shoes, you see a variety of 
textures, combinations and colors 
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who are right on the ball in know- 
ing what they want to do and get- 
ting things done successfully. They 
are better educated, more intelligent 
and are equipped with definitely 
planned security programs. They 
are sharp about last-minute style 
and better merchandise and fully 
aware of the value they receive for 


their money. They want the best 
and are willing to pay for it. 

“The time is now long past when 
customers can either be taken over 
by high priced merchandise or be 
willing to settle for less expensive 
articles of inferior materials. Our 
young, promising, intelligent Amer- 
ican customers of the present and 
future are the guarantees for 
healthy, prosperous and_ thriving 
business. 

“New styles, color tones and ma- 
terial presentations in shoes are 
helping tremendously to attract at- 
tention leading to the sale of more 
shoes. The need plus desire for 
more pairs of shoes in the ordinary 
wardrobe is becoming a potential 
‘must’ and SHOES are the crux in 


the modern fashion picture.” 
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Fall Favored Raglan Blucher 
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For vears this classic Raglan Blucher has been favored hb 

tive businessmen for street and dress wear and it is richly dese 

their acceptance, Our Pattern Portrait is an excellent exampl 

custom detailing, a three-eyelet circular seam version on a moderate] 
low silhouette. Restrained pinking a well proportioned medallion 
perforated wing tip, and an unusual “inverted seam” on its lace stay 
set off the rich Teak color of the fine boarded calf of which it is made 


For further information write Boor anp > ye Reconpes 















Fall and Winter °36 


Men's Shoe 


Tue emphasis on style and innovations in design, color, and 


























materials, which last year aroused a long dormant appreciation 
for shoes by American men, again distinguishes the manufac- 
turers’ Fall and Winter lines. So new and original were last year’s 
footwear fashions that many of their less desirable and not-too- 
practical aspects were overlooked by the consumer in his en- 
thusiasm for “something new and different at last.” In the year 
that has intervened much of the chaff 
has been removed from the wheat. 
Spring lines were appreciably better 
than those of last year, and this Fall's 
lines are truly better, more practical 
and purposeful shoes than those 
which were greeted so enthusiastically 
a year ago. All of the sales-com- 
pelling aura of originality and fresh- 
ness remain, but many of the extreme 
details have been eliminated resulting 
in lines that are generally more at- 


tractive and salable. 


At top, the raised silhouette 
offers new possibilities for 
Blucher treatments in three, 
four, and five eyelet closings. 
Styles left to right: Edwin Clapp 
and Son, Inc.; Footsaver from 
Commonwealth Shoe & Leather 
Co., and Cole Haan from J. P. 
Smith Shoe Co. 


SR et ROLE OO seamed . 












fhove. the versatility of the Moc- 
casin pattern, Styles left to right: 
1. E. Nettleton Co.; Edwin Clapp, 
House of Crosby Square, Ine.,; 
French, Schriner & Urner Mfg. 
Co., and Stetson Shoe Co., Inc. 









Right, Wing Tips, Bals, and Bluch- : 
ers in Norwegian and bolder id 
grains, and Stormwelts are basic 
types. Left to right: Cole Haan; 
Foot Joy by Field & Flint; Bates 


Shoe. and French Schriner. 
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{hove, Plain Toes and Tassels. an 
interesting contrast in grains and 
smooth leathers in a variety ol 
toes. Styles left to right: Nunn 
Bush Shoe Co.: Stacey-Adams Co 

Stetson, and Walkover. 


Left, sturdier versions of the Plain 
Toe Blucher in smooth and bolder 
grained leathers play important 
parts in cold weather wardrobe 
Styles left to right: Bostonian 
Commonwealth: G. H. Bass & 
Co.; Florsheim, and Bates 


Below, each new season finds fur 
ther development of the Slip-on 
pattern, This Fall fongues genet 
ally ride higher on Plain Toes 
Tassels, and Moccasins, Styles left 
to right; Edwin Clapp, Stacy 
fdams, W inthrop Shoe Co., Di 
International Shoe Co.; Foot Joy 
and a Signature by Stone-Tarlou 


Street and dress shoes, particularly, 
reflect this “original” approach. But 
this Fall they are made over lasts, 
which while still trim and attractive, 
are more skillfully drafted and are 
much better fitting. The silhouette 
has risen slightly and this concession 
to fitting, oddly enough, imparts a 
fresh style note to this whole family 
of shoes. 

Men’s shoes play a most important 
part in the trend to the “natural look” 
which is so significant in men’s ap- 
parel, And the very features which 
the apparel trade will use to promote 
this natural silhouette become per- 
fect foils for the exploitation of 

[TURN TO PAGE 54, PLEASE | 














Left: Interest continues to grow in 
Moccasin fronts, in flat seam, 
hand-sewn, butted and folded 
treatments. Styles left to right: 
Vunn-Bush Shoe Co.; Footjoy by 
Field and Flint Co.; E. E. Taylor 
Corp.; Nunn-Bush, and Walkover 
by Geo. E. Keith Co. 


Below: The forepart becomes 
the focal point of interest in 
genuine hand-sewn Moccasins 
and an area for new expression 
in other Moccasin types. Styles 
left to right: Bates Shoe Co.; 
G. H. Bass & Co.; Taylor; and 


Jarmon Branch of General Shoe. 


street and dress shoes. Like men’s 


apparel, particularly the high grade 


shoes, they feature the conservative, 
the dignified, and richer look. Pat- 
tern treatments are lighter, less ex- 
treme in design, less “foreign” in 
flavor. Lasts are generally narrower 
through the ball of the foot and 
Brogue type lasts, specificly, follow 
the slimmer and trimmer trend, In- 
terest centers in the foreparts and 
these new lasts seem to be much bet- 
ter proportioned for the American 
foot. 

Bluchers are strongly in evidence 
in one, two, and three-eyelet versions 
of the Tassel Moc. Straight and Wing 


Left: Left to right: Bostonian 
by Commonwealth Shoe & 
Leather Co.; City Club by 
Peters Shoe Co. Div., Interna- 
tional Shoe Co.; E. T. Wright 
& Co., Inc.; and Florsheim. 


Right: Slip-ons, left to right 
from Fortune Div., General 
Shoe Corp.; Winthrop Shoe 
Co.: John E. Lucey Co., Inc.; 
City Club, and a_ two-eyelet 
Plain Toe Blucher from Rand. 


Extreme right: Style at top: 
John C. Roberts by Friedman- 
Shelby: at bottom: Johnsonian 
Guide Step, Endicott Johnson. 











Right: Clockwise from: Belle. 
ville Shoe Mfg. Co.; Johnson- 
ian Guide Step; Lucey; W. L. 
Douglas, Div., General Shoe 
Corp.; Bob Smart by Craddock- 
Terry; Fortune; Pedwin, Brown, 


Below, styles left to right: 
House of Crosby Square; Wol- 
verine Shoe & Tanning Corp.: 
American Gentleman by Crad- 
dock-Terry,and JohnC. Roberts. 














Tips are important, too, in three, 
four, and five-eyelet patterns which 
take full advantage of the slightly 
raised silhouette as an area for new 
expression, 

The Slip-on family is growing fast, 
numerically and in importance, with 
high-riding tongues in Moccasin, 
Plain Toe, Tassel types prominently 
featured. Interesting medallion per 
forations are used often to decorate 


otherwise Plain Toes 


In keeping with color trends in 


men’s suitings, Browns of lighter and 
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by ESTELLE G. ANDERSON 


Below—lejt to right: Two color, two texture 
combinations by Weatherbird. Scarlet suede 
with black kid drape on vamp by Red Goose 
Jumping Jack's peaked step-in casual in 
graphite by Vaisey-Bristol. Red moccasin 
type casual with gored throatline by Robin 
Hood. Elasticized top line, blue patent pump 


with new outside heel by Friendly-Acrobat 





4t left and reading left to right: Blue Bon. 
net’s black patent leather with contrasting 
stitching. Another version by Billiken of 
Craddock Terry with bow motif. Sandler oj} 
Boston’s dress-up suede with tassel trim 
Black suede one-strap with stitching and 
suede button ornament by Buster Brown. 
Vew silhouette in black velvet with glitter 


ornament, Dress-Ups by Alexis, Weber Shoe 


Below —left to right: The strap story 
in its many versions: Two texture 
combination Child Life by Herbst. 
Black patent, Storybook Div. of Gen- 
eral Shoe. Pigskin with decorative 
stitching by Little Yankee. Navy calf 
with white trim Fleet-Air by Eby. 


Swing strap in red elk by Edwards. 


















Tue juvenile customers have told the retail- 
ers and they in turn have passed the informa- 
tion along to the manufacturers — e.g., 
youngsters are more aware of style than ever 
before. They show a decided preference for 
the types that reflect the same details and fea- 
tures that the adult styles have. As a result, 
the first Fall shoes that have been sent on to 
us by the manufacturers illustrate how they 
adapted, incorporated and translated these 
features into their Fall 1956 shoes. Here, 


















































Children’s 
Fall Shoes 


Right and reading left to right: Black grain 
U-wing, sturdy welt by Edwards. Three eye- 
let low-top with grained overlay plug by 
Friendly-Acrobat. Grained two-eyelet plug 
oxford Kali-sten-iks by Gilbert. Gored moc- 
casin type with overlay sabot strap by 
Bambo. Youth’s long wing tip three eyelet 
blucher oxford by Robin Hood. 


r7 
W e asked children’s shoe manu- 
facturers to send us their “hot” 
Fall styles, and reproduced on 
these two pages are some of the 
first styles that came through. 


{t left and reading left to right: New slim 
line with contrasting collar and lace stay by 
Five Star Footwear. Classic white buck with 
plaid saddle Ruggie oxford by W. L. Kreider 
of Palmyra, Saddle monk strap by Dr. Pos 
ner. Light and flexible low cut Buntees by 
R. J. Potvin, Black patent toddler by Claire 
McCardell for Trimfoot with white kidskin 


insert and removable ankle strap 


ES A I ee ee ae Re se 


Below—left to right: New U-Plug in shaggy 
leather by Altschul. Tasseled moccasin type 
Commander casual and brown blucher Rob 
Roy oxford with overlay square wing tip by 
{. S. Kreider of Elizabethtown, Ki-Yalk by 
Friendly-Acrobat 





then, is a capsule recapitulation of the 


style factors: In girls’ shoes, the slim 
‘ line is becoming increasingly apparent 
: and pumps and step-ins are continuing 
to gain in favor. They lend themselves 


so readily to dress-up occasions, espe- 
cially in the lightweight cement types 
and on the newer shaped and decorated 
heels. Straps, both novelty and staple, 
are still very important and get their 
“lift” with such details as stitching or 
bright glitter trim or even placement 
of the strap. Folded top lines, round, 
square, L, peaked or gored throatlines 
comprise the scope of interest. 
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Late afternoon halter sling in black 
matte calf trimmed with rhine- 
stones. Trim Tred, 


End-of-day T-strap with elasticized 
faille top strap on 17/8 heel, 
rhinestone-trimmed, Jacqueline. 


w we W WY \\ Win 
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Shoes With 


Lavy -LIKENESS is an attractive qual- 
ity and it is a good description of the 
new Fall shoes. As a promotion theme, 
Noth- 
ing dull or unimaginative is implied in 


the idea has many possibilities. 


the term and there is nothing stodgy in 
these shoes. 

Reminiscent of the styles pre-dating 
World War I, they make a great deal of 
graceful slim vamp lines; slender shape- 
ly heels, some very high and some of 
medium height; lower and closer fitting 
backs; 


and buttons, little rhinestone and metal- 


dainty touches in small buckles 


lic ornaments, tiny bows, delicate nar- 
row straps and overlays; underlays of 
gold and copper showing through black 
or brown or blue suede; pleatings and 
draping; fine spectator treatments in 


perforations and stitchings. 


Cocktail pump in dressy sparkly 
fabric with rhinestone trimming. 
De Liso Debs. 


Two-texture pump, suede collar on 
taupe calfskin. Natural Poise. 


A 
——= 





Tailored “Tuxedo” pump, “lapels,” 
vamp and heel in black matte com- 
bined with black suede. Valley. 


vo 


@ 3 


~~ 
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Dressy casual soft black suede > 
stepin trimmed with red smooth 


leather, scooped wedge heel. Swan. 
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the Delicate Air... 


F yom High Heel After-Five Types to Morning Flats, Fine 

























Dainty Treatments Carry Right Through the Fall Lines. 


Colors and Leathers Are Sometimes Subtle, Sometimes Striking. 


by ELEANOR M. RUTTY 
Spat shoe, black patent with black 


matte, 15\%/8 heel. Paramount. 


Two-textured pump with new ob- 
long ornament. Velvet Step. 





Pumps dominate the scene in greater 
numbers and variety than we can ever 
remember. And all the graceful lines 
and fine detailing find their best ex- 
pression in these pumps. They have U 
throats, V_ throats, square throats, 
straight across Givenchy throat lines. 
Straight top lines are still news but 
some style people are making d’Orsay 
pumps. Many of the new pumps lend 


Two-textured, two-color shoe in 
black and red on new sculptured 
wedge heel. Fortunet. 










Blue elasticized quarter and orna- 
ment of faille combined with 
matching calfskin. Air Step. 


Delicate vamp and narrow strap 


on new spectator type. Confettis. : 
I F f Calfskin pump with dipped side 


\ line, matching faille collar and 
ornament. Debtowner. 





themselves to duo-material and/or duo- 
color combinations, Elasticized quar- 
ters play an important part in Fall shoes. 


The spat idea is one of the effective new 


Spectator treatment in low-cut two- 
eyelet tie, in fine textured leather. 


The Shoes With the Delicate Air 


ways of combining colors and/or mate- 
rials in 1956 pumps. 

Drama in these shoes is more in com- 
binations and contrasts in leathers and 
colors than in the fine detailing. Shiny 
against dull; grained against smooth 


there are many kinds of leathers and 


From Town & Country. 


many combinations being used _ this 


year. Subtle ombrés—tone-on-tone in 
the same color family, especially the 
range —or the exact 
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brown-to-beige 


Typical of delicate new spectators 
in grained leather, shown on 18/8 


Color contrast in high heel, 22/8, : ’ 
stacked leather heel. Grace Walker. 


spectator type pump, also mono- 


see in two textures. Carmo. 


Suede pump with overlay and heel 
covering in pigskin. Kickerinos. 


Contrasting surfaces and colors in 
tapered toe, Givenchy line pump 
on built-up leather heel. Marshall, 
Meadows & Stewart. 


Gray textured leather with lighter 
gray binding, flat built-up leather 
heel. From Life Stride. 


Very soft sport shoe on rubber 
sole specially designed for easy 
walking. Stein-Sulkis. 














NEWELL BROWN 


On March 1, the minimum wage under the Fair Labo: 
Standards Act was raised from 75 cents to $1.00 an 
hour. That some firms in the footwear industry need 
fuller understanding of this Federal Wage-Hour Law 
was revealed during the course of investigations made 
in 1955 by the U. 


Hour and Public Contracts Divisions, the agency which 


S. Labor Department’s Wage and 


administers the Act. 

Misapplication of the minimum wage and overtime 
pay provisions caused investigated firms to owe $102,- 
005 in back wages. With the minimum wage going up 
to $1.00 an hour, violations next year can be even 
more costly. 

1955, Wage-Hour 
gated 235 establishments in the industry. They found 


During representatives investi- 


153—65 per cent—in violation of the minimum wage. 
overtime pay, or child-labor provisions, with respect to 
one or more employes. In the great majority of cases 
in fiscal 1955, investigations disclosed that violations 
were unintentional, occurring because employers were 
uncertain about how to apply the law. 

About 7 out of 10 of the production workers in the 
shoe manufacturing industry were already earning at 
least $1.00 an hour before the new minimum went into 
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ance Means, Methods 
New Wage-Hour Law 


RETAIL STORES EXEMPT 
The new Federal wage-hour law applies pri- 
marily to manufacturers. Retail stores are 
exempt from the minimum wage and over- 
time requirements if more than 50 per cent 
of the store’s annual sales are made within 


the state in which the store is located. 


by NEWELL 


W age-Hour 


BROWN 


{dministrator 


Ll. 8S. Department of Labor 


effect, according to an official wage survey. But the 
fact that almost 30 per cent of the industry's produc 
tion employes were due pay increases because of the 
new minimum means that there are employers who may 
want to review their pay practices in the light of the 
higher rate, 

Before considering some compliance problems com 
should be 


These 


mon to his industry, the shoe manufacture 


certain he knows the law’s basic provisions. 
require: 
A MINIMUM WAGE of $1.00 an hour, beginning 
March 1, 1956; 
OVERTIME PAY 


employe’s regular rate for all hours worked over 40 


of at least time and one-half the 


a week; 

A MINIMUM AGE of 16 years for most jobs, and 
14 for a few jobs. In addition, there is an 18-year age 
minimum for work in occupations designated hazard 
of Labor. 


Except for the new minimum wage, the application 


ous by the Secretary 
of the law to employes of shoe manufacturers remains 


the same as before enactment of the 1955 amendments 


Who Is Covered? 

The Federal Wage-Hour Law continues to apply to 
employes who are engaged in interstate commerce o1 
in the production of goods for interstate commerce, 
except those who are specifically exempt. 

Thus, the manufacturer has covered employes if he 
sells his shoes across State lines, or if he sells them to a 
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Boot and Shoe Recorder’s INDUSTRY PANELS 




































DO YOU FAVOR AN INDUSTRY-SPONSORED 
SHOE PROMOTION PROGRAM? 





- 91% of Manufacturers Say “YES” ] 


WILL YOU CONTRIBUTE TO THE NATIONAL SHOE 
INSTITUTE’S $200,000 PROGRAM? 
e 85% of Manufacturers Say “YES” | 


DO YOU APPROVE OF $200,000 AS A STARTING 








“NO” Say 9% 








“NO” Say 9% 
“UNDECIDED” Say 6% 











FIGURE? 
os 32% of Manufacturers Say “TOO SMALL” 
; “TOO LARGE” Say 1% 


SHOULD THE EFFORT START WITH A $200,000 
TESTING PROGRAM OR GO "ALL OUT” WITH LARGER FUND? 


| Aids 96% of Manufacturers Say “TEST FIRST” 6% 
2 








“ALL OUT NOW” Say 6% 


“UNDECIDED” Say 2% 


SHOULD ALLIED SHOE TRADES BE ASKED 
TO CONTRIBUTE TO THIS FUND? 
wa dia __ 91% of Manufacturers Say “IN FAVOR” 


C4 


: “UNDECIDED” Say 1% 








“OPPOSED” Say 8% 













to 
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THe nation’s shoe retailers are 
heartily in favor of any industry- 
wide promotional program designed 
make 
more shoe-buy-conscious. 

There is much 
tional 
raise $200,000 through industry con- 
tributions for such a program. How- 
ever, regarding some aspects of a 
promotional program, many retailers 


have feelings or ideas that differ from 


those of the manufacturers on this 
matter. Following are the key findings 
of the Recorper’s Shoe Retailers Panel 
the American consumer for this month, dealing with the topic 
of an industry-wide shoe promotion 


in the Na- 


Institute’s proposal to 


interest program: 


Shoe 1) All but four per cent of the re- 
tailers are in favor of launching an 
industry-wide shoe promotion pro- 
gram. 

2) Nine out of every 10 of the 


Panel’s retailers plan to contribute to 





A Promotion Program 


What Retailers Think: 





the target $200,000 promotional fund 
of the National Shoe Institute. 

3) About half of the retailers think 
that a fund of $200,000 is about right 
in size, but only as a starter. Another 
half, however, think it’s too small even 
for a beginning. 

4) Some 60 per cent think that a 
small starting fund of $200,000 is okay 
for a preliminary “testing program,” 
but 40 per cent are in favor of going 
all-out with a much larger fund from 
the start. 

5) Nearly nine of every 10 retailers 
believe the industry or Institute should 
seek contributing funds from all affili- 
ated allied trades sources rather than 
restricting contributions to retailers, 
wholesalers and manufacturers. 

6) Though retailers have a wide 
variety of ideas as to how such a fund 
should be spent to accomplish the de- 
sired end, there is a unanimity that 
concentrates on the same general ideas. 

Following is a detailed breakdown 
of the Panel report on this topic of an 


industry-wide promotion program: 


Question 1: Do you think that the 
basic idea of an industry-financed pro- 
gram to promote shoes to the public 


is a good one? 


The Panel replies: 96 per cent yes. 


L per cent no. 


Question 2: Will you, as a retailer, 
plan to contribute to the National Shoe 
Institute’s proposed promotional pro- 
gram to raise $200,000? (Note: re 
tailers will be requested to contribute 
on the basis of 5¢ per $1,000 of gross 


sales—-or $50 per million.) 


The Panel replies: 89 per cent say 
yes, and 11 per cent say no. A num- 


ber in the “yes” group say that while 
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Boot and Shoe Recorder 











lor Footwear .. . 


What Manufacturers Think: 


The great majority of the nation’s 
shoe manufacturers are in favor of 
launching a national shoe promo- 
tion program on a cooperative, in- 
dustry-sponsored basis. 

But while there’s almost unanimous 
agreement on this basic point, the 
views of the manufacturers concerning 
the functions and goals of such a pro- 
gram (such as the one being proposed 
by the National Shoe Institute) vary 
widely. 

The Recorder’s Shoe Manufacturers 
Panel, discussing the topic of an in- 
dustry-sponsored shoe promotion pro- 
gram, will help crystallize much of the 
talking and planning regarding such a 
program. Following are the principal 
findings of the manufacturers’ report 
on this subject: 

1) Nine of every 10 shoe manufac- 
turers are in favor of the basic idea 
of an industry-sponsored program to 
promote shoes to the public. 

2) Nearly nine out of every 10 shoe 
manufacturers on the Panel stated that 
they plan to contribute to the National 
Shoe Institute’s promotional program. 

3) Two-thirds think that the Insti- 
(8¢ 
$1,000 of sales) is about right, while 


one-third think it’s too small to do an 


tute’s requested assessment per 


effective job. 

4) The vast majority of manufac- 
turers think that the Institute should 
start the program with a “testing 
plan” rather than to go all-out on the 
full-scale promotional program from 
the start. 

10 manufacturers 
believe that the allied trades should 


also be requested to contribute to the 


5) Nine of every 


program, 
6) As to the 


money should be spent for most effec 


how promotional 


tive results, there is a wide variety of 
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DO YOU FAVOR AN INDUSTRY-SPONSORED 
SHOE PROMOTION PROGRAM? 








“NO” Say 4% 








“NO” Say 11% 


FIGURE? 


—— 














| 96% of Retailers Say “YES” 


WILL YOU CONTRIBUTE TO THE NATIONAL SHOE 
INSTITUTE’S $200,000 PROGRAM? 
| 89% of Retailers Say “YES” 


DO YOU APPROVE OF $200,000 AS A STARTING 


48% of Retailers Say “TOO} SMALL” 


SHOULD THE EFFORT START WITH A $200,000 
TESTING PROGRAM OR GO "ALL OUT” WITH LARGER FUND? 
[ 60% of Retailers Say “TEST FIRST” | 





SHOULD ALLIED SHOE TRADES BE ASKED 
TO CONTRIBUTE TO THIS FUND? 








GE “ovr 0st0” say 13% 





| 87°%o of Retailers Say “IN FAVOR” 








the manufacturers, all 


making 


FS 
iaeas among 


aimed at the public more 
““shoe-conscious.” 

Now, let’s take a more detailed look 
at the views of the Shoe Manufactur 
ers Panel concerning the topic of an 
shoe 


industry-sponsored promotion 


program. 


Question 1: Do you think that the 
basic idea of an industry-financed pro 
gram to promote shoes to the public 


is a good ones 


The replies: 91 per cent say yes, 9 
per cent say no. The great majority 
favor such a program, but many em 


phasized that the important thing is 


the content and administration of the 
itself, Of the 


ing minority, a said 


program small dissent 


few they were 
opposed because such programs hadn't 
brought impressive results for othes 
industries. One large manufacturer 
while opposed to such a program, said 
his company would come in so as not 


to deal a blow against the program 


Question 2: Will you, as a manufac 
turer, plan to contribute to this pro 
(Manufacturers will be re 
Institute 


on the hasis of ued per § 1.000 of ZTross 


gram £ 


quested by the to contribute 


sales, or $80 per million.) 
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Edward C, Orr and his son James Potter Orr check 
shoes on display in the men’s department. 


Tue Potter Shoe Company, the Ohio Valley’s largest 
independent retail shoe business, is celebrating its 90th 
anniversary with a new emphasis on style and fashion. 

Working closely together, Edward C. Orr and his 
son James Potter Orr maintain an integrated program 
of careful buying, timely advertising and an unusually 
warm relationship with the 100 or more members of 
the Potter Shoe Company’s “family.” 

The Potter company was the first Cincinnati retail 
store to add a suburban branch, which was opened in 
Hyde Park in 1937. In 1949 a third store was opened 
in Cincinnati’s first shopping center, the Valley Shop-in. 
The latest addition was an ultramodern shop in the 
multimillion dollar Western Plaza Shopping Center. 

Well known to Cincinnatians for service, quality and 
fitting, Potter’s is now promoting style. The continental 
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Vth Year 


Ohio Valley's Largest Independent Retail 
Shoe Business Combines Experience and 
Young Ideas. Puts New Emphasis on Style. 


trend in men’s shoes has prompted the addition of a 
new style line and the latest fashions in footwear for 
women are included in future buying plans. The new- 
est branch store in the Western Plaza Shopping Center 
makes use of many innovations in shoe retailing, such 


as a full-view glass front, pegboard display panels, floor 
level display racks. convenient stock shelves, and bril- 


liant fluorescent lighting. 






























Elaine Norwood, U. 8S. Shoe Corpora- 
tion fashion consultant, explains the 
new Spring line to a customer during 
a recent “Coffee Break” promotion. 
Model shows Red Cross “Patio,” a 


black patent dress sandal. 


Plaza store. Accessories are neatly 
displayed along with shoes near 
display window facing doorway. 
Tie-in sales are made with less 
effort from these display panels. 








lor Potter's, Cincinnat 


The downtown headquarters store is situated oppo- 
site Fountain Square, Cincinnati's famous landmark. 
It is the only store in the city with six floors and a 
basement devoted exclusively to shoes and maximum 
advantage is taken of all the floor space. For example 
the lower level is devoted to men’s high quality shoes. 
The average inventory for the downtown store is ap- 
proximately 50,000 pairs of shoes. The suburban shops 
maintain average inventories of. around 15,000 pairs for 
each store. 

Automation speeds office work in the bookkeeping 
department. An accounting machine, card punch and 
card sorting machine plus three bookkeeping machines 
are used for inventory control and sales analysis. 

All advertising for the four Potter stores is coordi- 
nated in the advertising department of the downtown 
store. Concentration is on newspaper advertising be- 
cause it has given the best results but Potter's also main 





Leo M. Hecker (right) receives 
gifts in appreciation of 50 years 
of service from Edward C. Orr, 
president, at the recent 90th Anni- 
versary Dinner for Potter personnel. 


Interior, Plaza store. Modern retail 
layout includes comfortable custom- 
er seats, convenient exposed stock 


shelves, floor level display units. 








In addition to this IBM Accounting Machine, Potter's 

uses a Card Punch, Card Sorting Machine and three 

VCR Bookkeeping Machines for accounting, book 
keeping and stock-control. 


tains direct mail contact with its customers. A mailing 
list of about 60,000 cash and charge customers is kept 
up to date. These customers are notified by letter or 
jumbo postcard of “Courtesy Days” twice each year 
prior to the newspaper announcement of the annual and 
semi-annual sales. This list is also used for tie-in mail 
ings with national advertising campaigns. 

A permanent remodeling budget has been established 
to provide for periodic improvements in all departments 
in all stores. The recently remodeled main floor of the 
downtown store contains a complete showing of Red 
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new! 


marvels of flattery that 
coax folding money 


into your till! 


CRADLE 


from the 
Klastique Collection 


by 


hi, 
. Uy 
valentine “ & 


The adroitly elasticized quarter that clings and gives 
smoothly with each step. Your customers will want to live 
in these Valentines and never be tempted to kick them off. 
Blissful ease at a blissful cost . . . priced to 


retail profitably at $10.95 to $14.95, most styles. 


You can count on Valentine Shoe Company " Division of General Shoe Corporation e Nashville 3, Tennessee 





 Jyshions Forefront 


THERE will be a great deal of surface interest in leathers 
in the Newton Elkin Fall line, according to Albert Bogutz, 
the company’s chief spokesman. Many grained leathers 
will be used, often combined with suede in spectator types 
on 18/8 and 19, 8 heels. The closed pump will be very 
important in the line. There will be many in the cocktail 
series, some with square throats, some with low and some 
with V. Decorated heels will be used again and heels on 
the dressy shoes will be thinner than ever. 

Black is the number one color in smooth and suede 
leathers. calf will be the leading 
brown. Taupe will be good with stores that promote it 


Brown in Provincial 
Some green, one of the brighter shades, will be included 


in the Fall collection. 
% 4# 


GRAINED leathers are also expected to be very strong 
with Fox Shoes, is the report of Howard Fox. Both shiny 
and buffed grains will be used in shoes on 14/8 and 18/8 
heels. Colors in these will include taupe, some olive green 


and beige. In spectator types the grained surface will be 


combined with smooth in the same color. In tailored types 
especially on the 14/8 heel, stacked leather heels and ex 


tension edges are used. 
* * ¥ 


BAcKLESS shoes with the Springolator adjustment will 
be important in Jerro’s Fall evening shoes, according to 
John Jerro. These wili be in brocades and satin, black or 
white for tinting. Vinyl plastic will also be in the collec 


Shoes of Distinction 


Left to right: One of a peasant embroidered series, 
shown here in black calf with green stitching and 
heel, from Margaret Jerrold. Extremely fine pump 
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Notes on Important Developments in the Field 
of Footwear, Fashions, Colors, Materials 


tion combined with brocade, satin and leather. There will 


be decorated heels but limited in number; some in lucite 


trimmed with rhinestones 
* * 


Biack will be the big color in the Herbert Levine Fall 
Black suede, black satin 
Black 


collection, Beth Levine points out 
black peau de soie and black calf have all been used 


velvet, in combination with another material and 


few shoes. There will also be a few 
brilliant 


“Caracul,” as the Levines are calling this leather simu 


alone, will be in a 


velvets in brilliant colors green red and yellow 
lating fur, is the only textured leather that they are putting 
into their first Fall styles. It will be in bronze, black and 


gunmetal 


Ai ]. Miller there is a new neutral called “No Color” a 
cording to Miss Leigh Miller Miller shade 


it is not gray, not brown, not taupe, but a perfect new neu 


An exclusive | 


tral. lrish Provincial Green is the only green in the line 
sometimes trimmed with a third darker taupe 
Four colors in kidskin will be a blue red 
Black will be 


( obra > several 


[wo taupes, 
ire being used 
represented 


bright navy, taupe and black 


in a variety of leathers—ostrich; pin seal; 
kinds of black calf, including dull and textured or 
glossy: black Caleutta and black 


In the group of “Trend Shoes” | 


very 
sede 

Miller is 
“Up-Front” feeling in instep straps, ghillies and spat types 
Oval lines and V-throats are 


featuring the 


continumg, A new last ha 


with seamless lining as well as upper, from Simone 
Shoes: low heel u alking shoe, one of the trousseau 
shoes purchased by Grace Kelly from David Evins 


6/7 




















been introduced in both the 1. Miller and the Millerkin 
lines. it las a tapered toe—not the most tapered, however. 
it carries a 2042/8 or a 21/8 heel in the Miller line and 
a flat veel in the Millerkin. Among the evening shoes that 
Anure Perugia has brought over are some satin shoes 
vrnamented with rhinestones moulded to fit 
parts of the vamp. 


into various 
* fs “h 


THERE will be some closed pumps in the dressy types 


from Marino & Son, according to “Pat” Marino. These 
will be in black satin, crepe and suede. (No velvet.) 
Touches of gold—gold piping, for example—will trim 


many shoes. Very little vinyl plastic will be used. 

In the semi-tailored types some textured leather will be 
included. There will be many closed pumps in this group, 
on 21/8 heel. Marino is featuring a reddish brown. There 
will be a smattering of green, not exactly a bottle green nor 
a Nile green, something between the two. 
very strong in the collection. 


Taupe is not 


* mn * 

Ar Palter DeLiso first Fall shoes include many plain 
pumps with different ornaments. Important in the line are 
walking and tailored sandals, Elinor Bohle of the design 
staff reports. The walking sandals have closed toes and 
open backs, on 18/8 to 23/8 heels. The tailored sandals 
have small toe openings and are on the same heel heights. 
Three new T-straps have been added. A few of the T-straps 
are on a 16/8 heel but they are chiefly higher, up to 23/8. 

Many slings and halters, mostly tailored, are in the line. 
Some are in dressy materials which gives them a dressier 
look. There are one or two in vinyl plastic with suede 
overlays, There is a big demand for leather ornaments, 
mostly on slings and halters. More closed pumps are in 
the line than ever before. Black here, too, is the big color. 

ee ee 

Gratnep leathers play an important role for Fall at 
Riviera Shoes, makers of Mackey Starr Shoes, according 
to Peter Opera. A buffed grain is used in a new pump on 
a 23/8 heel, made according to a special patented process 
desianed for flexibility of the forepart. 
Suede is of great importance in this line; black suede in 





closed pumps on a very dainty and thin 23/8 heel. The 
toes are tapered. Smooth aniline calf is also liked by this 
house. Important colors are black, taupe and taupe com- 


bined with black. 


* x % 


HENRIETTA SIMON, Simone Shoes, divides their shoes 
into two types: the very refined lady-like type for daytime 
and the open, glamorous type for after work hours. “Work” 
includes the busy mother and suburban homemaker, in her 
thinking. 

Very new with this bouse are the closed pumps on 21/8 
and 23/8 heels. They are beautifully made, seamless in 
the linings as well as in the uppers. 


% n ¥ 


HIGHLIGHTS in the Wolsam Fall line emphasize pumps, 
especially closed pumps, according to Fred Rosen. One 
tailored style combines smooth calf with suede in a long 
mudguard treatment, with suede tip. The folded topline 
and slender 23/8 heel make a fine, delicate looking shoe. 
Another closed pump is entirely of black suede with gold 
piping. Tapered toe, supersoft glove construction and 23/8 
heel all contribute to its elegant look. A third very im- 
portant pump is a closed toe sling with black matte Cal- 
cutta lizard vamp and black matte calf quarter. There is 
a small rhinestone ornament at the throat. 


Kx * n 


CLOSED pumps with a modified Italian look will be ex- 
tremely important this Fall, reports Robert Sachar of 
M. Wolf's Sons. One of the leading shoes in the line is 
a dressy deep-sided sling which looks like a halter from 
above but fits like a sling. 

Black suede, black calfskin and very glossy black calf- 
skin point to the position of black as number one color. 
Textured leathers, both smooth and buffed, have been used 
in a number of colors. Brown is the leading color family. 
Taupe is regarded as a promotional color. 
limited interest in a bluish green in the Wolf line. Heels 


covered 


There is a 


are layered for shoes in grained leathers. In 
dressy styles some plastic heels and some metal-trimmed 
are included. 








Switch Selling 
by H. E. CARROLL 


Topay’s customer in a shoe store is often pre-sold, She 
has read national advertising . she has talked to her 
friends .. . she is ready to buy what she wants when she 
enters your shoe store. 

This is a “ready-made” sale that is easily closed. 

Unless 

Yes, closing a sale of this type is easy unless the sales- 
man resorts to switch selling. He tries to sell the cus- 
tomer on something other than what she asked for, This 
is a double-selling job because the customer must be 
“unsold” on her first request and then “resold” on the 
switch merchandise, 

Successful shoe salesmen know the danger of switch 
selling. The odds against closing a sale of this type are 
too great to try switching a customer from one thing to 
another, Yet there are times when switch selling is 
necessary. 

Here are seven rules recommended by successful shoe 
salesmen for hendling necessary switch selling: 

1. Use Only 

There are two times when switch selling is necessary: 


When Necessary. 


(1) when you are out-of-stock on the requested shoes; and 
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(2) when the line is exclusive with a competitor. In these 
two cases, a salesman has little to lose and the chance of 
making a sale by using good switch selling strategy. 

Out-of-stock problems do develop even with a well- 
planned stock control system in a shoe store. 
demand cannot be anticipated with 100 per cent accuracy 
at all times. Care should be exercised in handling a switch 
in this case because it may cause future sales to be lost 
when your store’s stock is complete. 

When a customer requests a line that is an exclusive 
with another store, a different problem is presented. If 
your customer will consider only the requested style or 


Customer 


brand of shoe, you will not have a future customer. On 
the other hand, if you are successful in switching your 
customer to one of your exclusive lines, you will have a 
steady customer for your store. 

2. Don’t Knock Sell. 

Successful shoe salesmen know that knocking is not 
selling. When you cast aspersions on the shoe line your 
customer requests, you are in danger of antagonizing your 
customer. It slanders her judgment. It 
and customers! 

Knocking indicates a weakness on the part of the sales- 
man or the shoes he suggests . . 


loses sales 


. or both. This will cause 
your customer to develop doubts about buying. Instead 


[TURN TO PAGE 90, PLEASE | 
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Queen Quality is definitely 


competitive in the 
volume $995 to $1395 
price field 


Fie .- Queen Quality has it! 


The positive fit of this styled-up line proves itself in repeat sales 


and satisfied customers, ; 


Quality ..» Queen Quality has it! 


Long known for the highest quality, this fine line is competitive in 


price and will continue to be tops in quality, 


° 
tabhiovT ++ Queen Quality has it! 


The fashion styling of this line is outstanding in this price field. . . 


lighter... daintier...more graceful and feminine. 


. Queen Quality has it! 
You can eliminate two or three lines as this complete line has all 
the big selling patterns as well as the high fashions that sell in 


volume, and all at mark-ups that mean a more profitable shoe operation. 


Qua Ctoclke .. + (Queen Quality has it! 


Plus a reputation for fast service. All the best selling styles in this 


fine line are carried in stock. 


Cucen (uality 


has everything it takes to make your shoe business profitable 
QUEEN QUALITY SHOE COMPANY DIVISION INTERNATIONAL SHOE CO ST. LOUIS 


May |, 1956 





she insists on the shose 


Just try moving the WOMAN’s Day reader with anything 
short of the brand she wants. It won’t work! These brand- 
conscious shoppers demand a particular brand — accept 
no substitute — because they feel so strongly about the 
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she saw in woman’s day 


the A & P magazine 
with the CONCENTRATED impact 


the NATIONAL magazine 


magazine that featured it—WoMAN’s Day. Millions buy” 
it month after month at their A&P, use it as a constant 
shopping guide. If you’d like to have the A&P cus- 
tomers’ business... feature the shoes in WOMAN’S Day. 
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THE WALKER T. DICKERSON ComPpaANY, Inaker of famous j 
high quality shoes for women, has converted to a 100% 


National System to handle its increasing volume of ac- 


counting and payroll work, 


“We installed our first National Ac- 
counting Machine early in 1954 to 
handle our payroll,”’ writes Mr. E. T. 
Melancon, Treasurer. “This machine 
provided us with immediate substan- 
tial savings in time and money by 
keeping our payroll records up to 
date and furnishing us with valuable 
accounting information. We were able 
to complete Form 941 on the first 
work day after the end of each quar- 
ter and to prepare Forms W-2 on the 
first work day after the end of 
the year. 

“Our first National proved to be 


pli. 


THe Company's two National Accounting Machines keep all records current and pro- 


vide additional information that has helped increase annual profits. 


“Our @alional System 
saves us ‘16.83 a day... 


costs only *6.71 daily to own!” 


—Walker T. Dickerson Company, Columbus, Ohio 


such a profitable investment that we 
soon changed to a 100% National 
System and installed a second ‘Class 
31” accounting machine for billing 
and posting and preparation of state- 
ments. Results with this machine 
have been equally gratifying — our 
National System now saves us a 
total of $16.83 a day, yet costs us 
only $6.71 a day to own. We espe- 
cially appreciate the help our Na- 
tional representative has given us in 
training several employees to operate 
each machine.” 

Nationals will do the same efficient, 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


money-saving job in your own ac- 
counting department. Your nearby 
National representative will be glad 
to show you exactly how you can cut 
bookkeeping costs and increase your 
profits with the information a Na- 
tional System provides. Call him 
today. His number is in the classified 
section of your phone book. 


*#TRADE MARK REG. U6. PAT. OFF. 


ADDING MACHINES + CASH REGISTERS — 
* * PS eee 
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CHICAGO GETS GOOD START 
ON SUMMER SHOES 


ABNORMALLY weather in 


Chicago the week after Easter gave 


warm 


the Summer shoe business a good 


early start. It was the stimulus 
needed to counteract the usual sea- 
sonal lull. 


area had excellent 


Generally speaking, this 
Easter business, 
although it had been a bit slow in 
getting underway. Figures ran equal 
to and in many cases well ahead of 
Easter 1955. Due to the early date, 
sales were concentrated on patent, 
navy blue and other dark colors. This 
means that inventories in these cate 
gories are in good shape. 

French bread and similar shades 
had moved fairly well before Easter 
but have taken a sharp upturn. White 
seasonal selling has opened up en- 
couragingly and spectators are off to 
a good start. White has sold in strip 
ping sandals and in mesh in the com- 
fort type shoes. Pastels are in the 
picture too, Yellow has done espe- 
cially well due to some unusual and 
outstanding promotions fashionwise 
Shoe stores joined in a North Michi 
gan Avenue area promotion and blos- 
somed out with early-blooming for- 
sythia sprays. All stores showed yel 
low-hued merchandise, and this meant 
extensive displays of yellow shoes. 
Down on State street Marshall Field 
& Company selected yellow daffodils 
for a store-wide promotional theme, 
The event was built around 600,000 
daffodils flown from Washington State 
and placed throughout the store. Win 
dow and interior accessory displays 
included a wide range of yellow san 


dals, 


either as 


pumps, and casuals for wear 


matching or contrasting 
shoes. 

Summer type casuals are also off 
to an early start, particularly in stores 
which have promoted them aggres- 
sively. The light weight step-in types, 
fashioned after the espadrille family, 
have shown exceptional activity. One 
store which has one pattern of this 
type in nine colors has already re- 
ordered twice. These along with other 
step-ins and some softy types are be- 
ing bought in many 
wear with Bermuda 


instances for 
shorts. Straws 
have also shown early activity, and 
are expected to eventually take the 
lead in casual selling. 
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Navy blue has been a surprise. It 
had been expected that Navy would 
lose to wedgwood and some of the 
newer shades. It was slow getting 
underway, but picked up rapidly and 
demand since 


has been in steady 


Easter. This has included both san 
dals and pumps, although emphasis 
is on the latter, and in calf, nylon 
mesh, soft suedes and combinations 


of suede with vinyl trim. The tan 


shades and very light versions such 
as coffee frost are expected to be big 


Vinyl 


shoes both in colored and in clear 


factors the rest of this month. 


with colored combinations are show 
ing some activity and are also ex 
pected to be an important sales 
factor. 

Children’s business has also accel 
erated and had one of the best pre 
aster seasons for a number of years 
The styled up versions have helped 


stimulate multiple sales here 
% * f 


GOOD BUSINESS ON SUNNY 
DAYS IN BOSTON 


Avruot GH inventories are large in 
Boston's 
partments, there is abundant evidence 


retail shoe stores and de 


that buying power is not lacking 


Good days, of which there were com 
paratively few in April, nevertheless 
business to justify 


brought enough 





thep Monday (0 wm 


Wine 2= 


“Mix one part white with one part 


color and reverse .. ." Hahn, Balti- 
more, promotes these exquisite 
“specs.” for Summer. 


1@w 
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Many 


the combined figures for 


stores 


report that 
March and 


optimism. 


April will be somewhat ahead of last 
year and they expect May to be far 
ahead. 

One of the stores to report good 
business on sunny days is McKay's 
Newport at 424 Boylston Street. Here 
been for 


the demand has women’s 


dress novelties, many of them with 


the illusion heel. Good colors, it was 
bread, 


Pastel shades 


reported, have been French 
flax, patent and navy 
also have been selling at this store 
among them, pink, yellow and light 
blue. Later in the month, or early in 
May, it was expected that casuals will 
be among the best selling types 
More optimism, based on records 
to date, was manifest at the store of 
William Sons 


Washington and 


Filene’s Company, at 


Summer Streets 
March-April figures, it was estimated 
will be “a little better” 
ame two months of 1955 
the best 


pump and its many variations 


than for the 
Currently 
selling type has been the 
Black 
patent, blue and French bread have 
been the most wanted colors, One 
recent promotion featured a low-heel 
pump in a combination of black mesh 
and black patent, a style which also 
has been good at other stores 

Mesh shoes have also been selling 
well at the new Solby Bayes store at 
15 Winter Street and weather, it was 
reported, is still the dominant influ 


sales, A 


warmer Saturday was found to have 


ence on recent fair and 
been the best day of the year to date 
and this was followed by a good Mon 
Wednesday 


both of which found the sun shining 


day and an even better 


for a change. Styles selling are mostly 
in the pump category and the new 
cork type leathers are meeting with 
a favorable reception. In general, no 
decided estab 
lished “a lit 
tle bit of everything.” it was said 
Hollidge, Ltd., with 


its main store at 141 Tremont Street 


trend has yet been 


Customers are buying 
C, Crawford 


and a branch store in Wellesley, re 
cently promoted a banded pump with 
pointed toe in black patent trimmed 
with red, in dark blue calf trimmed 
with Wedgwood blue and in a com 
bination of French bread and flax. 
Opening the Spring-into-Summer sea 
eon. the Chestnut Hill store of Frank 
lin Simon actively pushed a spectator 
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*BY THE MAKERS OF 
FAMED 
MUSTANG 


the scientifically developed 
supported vinyl material for 
quarteriinings and heel pads in 
ten 's shoes 


... AND RAVETTE 


the quality socklining 
material combining high 
strength, excellent adhe 
sion and extra flexibility 
for women's and chil 
dren's shoes. (Distributed 
by Cooney-Weiss Fabric 
Corp., Boston, Mass.) 
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“.., hammy as we are, we're glad we're not appearing in any more pigskin 
parades. Why, Tolex vinyl fabric has the animal product skinned forty 
ways...what’s more Tolex beauty is more than skin deep, so it lasts and lasts. 
It won't chip, peel or crack and it’s impervious to foot oils and acids, too. 


So give your customers the most for their money. Give them Tolex in all 
the beautiful new footwear colors that stay bright and new looking with 
just a swish of a damp cloth.’’ Remember .. . 


TOLEX vinyl! fabrics for... 
A Socklinings A Uppers a Platform Wraps 


. HIGHER STYLE FOOTWEAR FOR LESS! 





for samples, write . . . 


PE GENERA TIRE A RYVBBER COMIPANT 
TEXTILEATHER DIVISION 
TOLEDO 8, OHIO 
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pump with the conventional wing tip 
in two color combinations 
brown, and white and blue. 

Richards, at Washington and Tem- 


white and 


ple Place, appealed to the younger 
set with a flattie in Wedgwood blue, 


red, Panama and black kid leather. 
* * * 


NEW YORK STUDENTS 
MAKE SHOE SURVEY 


Ir is only a month since Easter and 
it is safe to assume that the consumer 
shoe picture hasn’t changed enough 
in the interim to alter the findings of 
a group of 34 graduate students of 
the New York University School of 
Retailing. They conducted a survey 
of 900 women on Easter Sunday, with 
regard to shoes and accessories and 
the following are some of the observa- 
tions they reported: 

“Despite the promotion of high- 
styled open shoes by merchants, 43 
per cent of the women chose black, 
closed-toe pumps in smooth finished 
leathers. A total of 17 per cent wore 
patent leather shoes, 24 per cent 
suede, and 46 per cent calf or kid. 
The most significant change was the 
more than doubling of last year’s 8 
per cent of patent wearers in areas 
of New York City other than Fifth 
Avenue. On the Avenue the percent- 
age dropped from 20 to less than 18. 
Out of town it climbed slightly, from 
14 to 15.” 

The NYU students found that “al- 
most 76 per cent of the women wore 
pumps. (The figure last year was 
72.) Another 20 per cent (23 a year 
ago) wore sandals, while only 4 per 
cent (5 in 1955) promenaded in ox- 
fords. Many of the pumps were plain. 
The others were fashioned with con- 
trasting pipings and cut-out vamps, 
and some were trimmed with or com- 
pletely made of vinyl. A substantial 
number of the trimmed pumps and 
sandals had decorated heels. 

“Fifty-three per cent of the shoes 
had high heels, a gain of 3 per cent, 
but the continued success of shoes 
high heels (‘illusion 
heels, bobbed heels, etc.’) was indi- 
cated by the fact that 39 per cent of 
the women wore these. Flat or low 
heels totaled only 8 per cent. Last 
year’s figures were 43 per cent for 
medium heels and 7 per cent for low 


with medium 


heels. 

“The favorite, 
black, appeared in 43 per cent of the 
shoes but navy declined from 25 to 


perennial color 
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12 per cent. Brown and red each 
rose from 8 to 9. 


tion of tans, beiges, and straw colors 


This year ’s promo- 


accounted for a rise of from 5 to 11 
per cent. The remaining colors in- 
cluded _ pink, 
green, gray, light blue, multicolor and 


white, yellow, 
clear plastic, Last year’s avocado and 
lavender were not apparent.” 
x na - 
VINYL GAINS MOMENTUM 
IN ST. LOUIS 


Bricut sunshine and 
warmth have given shoe sales in the 


shot. Re 
post- 


St. Louis area a_ booster 
tailers, encouraged by heavy 
Easter sales, feel that their final 
March-April 
than meet expectations, 


Most Easter 


both women and children, were put 


tabulations will more 


shoes, as such, for 
chased in patent and navy. But warm 
days since then have sent buyers back 
a second time-—this trip seeking 


lighter colors, lighter feeling shoes. 


As one retailer describes the situa 
tion: “We moaned and groaned over 
that cold, early Easter, when actually 
The cold 


weather meant black or navy for every 


it sold extra shoes for us 


one, whereas in other years many 
bought pastel or even white. Now al 


ready the Easter shoes look too dark, 


ow 


you r blo nd 


every one Cellini 


All the mon beoatitel b 
(rom plovimom, to flex. to begs, to tonety 
Bowetts ove lesion o* 


and all sommes long 16.96 to 1808 the pats 





silver, 


welcome 


toment lov Immediote wees 
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too heavy. Already everyone is coming 
back for lighter shoes,” 

Vinyl has picked up considerabl 
momentum during the past month 
Retailers report customers’ comment 
ing that vinyl pumps are more than 
just one-occasion shoes, since they 
serve as year round formal slippers 
year round cocktail footwear, and in 
addition have qualities that spark 
dressy Summer afternoon ensembles 
Promotion of vinyl has been heavy, 
with one major department store de 
scribing it as “a clear case of flat 
tery.” Clear is outselling pink, blue 
and amber. 

Open types are taking over in all 
heel heights with some interest. still 
in spectators Whites are now in 


stor k 


ground in all types, casual and dressy 


everywhere and are gaining 


However, several retailers have re 
ported that women come in specih 
cally for a white halter or sling, only 
to buy a transition vinyl instead. 
Suburban stores report an excep 
tionally good month, with heavy sales 
of rubber soled footwear, especially 
fubric casuals femineered with beads 
paint, jewels or metallic trim, Straw 
casuals appear to have another good 
season ahead 
Retailers in both downtown and 


suburban areas indicate that consum 


tegen 


Gentlemen preter blonds—and ladies do too in the right shades for 
"fashion excitement.” Bonwit Teller, New York, promotes them in varia- 
tions from platinum to French bread for immediate and Summer wear. 





Because each of your customers is 


“yt Slaw Buttntdd.. 


Gallun’s premium Cascade Calf is the 
leather that sells your shoes 


Doctor, lawyer, merchant chief .. . all know appearance counts high 
in success. All, in a way, are “in show business.” 


To them, the plump good looks of Gallun’s Cascade Calf bespeak 
success, It’s a boarded leather, chrome tanned, with a soft, rich sheen. 
Order it for your quality shoes in black and a variety of colors. 

Check the Gallun numbers when ordering from your leading suppliers. 
A, F, Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 


OTHER FAMOUS GALLUN TANNAGES 
NORMANDIE CALF * CRETAN CALF 
NORWEGIAN CALI 
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ers are showing a ready acceptance 
of color as a major appeal factor in 
all types of footwear, although flax 
and beige reign as transition-color 
favorites. Wedges in flax, white, pas- 
tels or combinations are good sub- 
urban sellers. 

One department store’s branch in 
St. Louis County has had an excellent 
response to their pastel golf shoes 
which have yellow, blue or pink trim 
in place of traditional brown, black 
or navy. 

Especially in suburban shops men 
are showing much interest in the new 
men’s lightweight patterns featuring 
fabric particularly in the 
charcoal 


inserts, 
color combina- 
Children’s Easter Parade shoes 
have for the most part kept children’s 


black and 
tion. 


sales at just normal maintenance-of- 


wardrobe levels. 
* * & 


HEAVY SELLING IN 
MIAMI AREA 


THe pre-Easter shoe business through- 


out the Miami area was unusually 
heavy. Aside from the weather, which 
was ideal even for Florida, there were 
several factors which made for this 
heavy selling. The good weather af- 
fected the “home folks,” and because 
taken of this 
area shows that almost a million peo- 
ple are now 


the census recently 


living here the year 
round, this group furnishes a healthy 
buying public, and “Easter clothes” 
were in order. As is usual, the Miami 
“home folks” were buying white, and 
the merchants worked hard to find 
the right descriptive phrases to use 
in advertising Easter shoes. We read 
about snow white, 
lily white, and a 
“Angel cake white.” 


gardenia _ white, 
brand new one, 

It was the big- 
gest white season for some time, and 
although many pastels and vinyls were 
sold, still the overall picture showed 
a lot of white. 

A big factor in the heavy selling 
was the early shoe Lincoln 
Road in particular featured BIG re- 
ductions, and firms which declared 
they had never before offered sale 
merchandise, advertised as high as 
40-50 and even 60 per cent reduc 
tions. All this brought in flocks of 
customers, and sales were heavy, par 


sales, 


ticularly in the smart season high 
lights. Colors moved out, and so did 
novelty shoes. These sales were at- 
tractive to the visitors or tourists who 
were preparing to leave, and many 
stocked up with enough to last all 
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through the Summer, People who 
had been eyeing enviously the fine 
handmade numbers priced at $75 per 
pair, were eager to buy these same 
shoes when offered at $18.95. They 
were the latest style in Miami during 
the Winter and would be the newest 
in northern spots as Summer ad 
vanced. 

One of the most significant changes 
to note is in the heel. The popula: 
price chain stores are advertising the 
very high heel that has been im 
portant during the season, but the 
high fashion shops are suggesting that 
“fashion has found a happy medium.” 
The “little heel” has become the high 
fashion note. From glass slippers to 
flats the high styling of the low heel 
With the approach 


of the hot weather season, comfort is 


i being stressed. 


stressed, and the thought that com 
fort and smart styling can be com 
bined, is emphasized. The “matinee” 
heel is one of the newest and most 
popular. 
All shoes 


brighter and incredibly open 


lighter. 
There 
is a printed leather that has won ap 
proval, black and pink or 
white kid. 

The biggest current promotion is 
straw. 


appear to be 


blue on 


Mardi Gras straw, in all col 
shell 


wedges 


ors——straw in egg white ot 


dainty pastels—-rafha from 


a dress to a play shoe—you will find 









all in straw. Several shops are lea 
turing the Oriental influence as shown 
in silk of dusky 


which 


gold. ‘The golden 


slipper some shops tried to 
promote as a hit this past season, is 
buried. It did not survive. 
Altogether, the shoe picture down 
here at the present time is upsetting. 
Some of the high season predictions 
White has 


followed an early prediction 
Yellow and sf edgwood blue, 


did not follow through. 
so have 
pastels, 


with pink trailing, are leaders 


a * » 


SATISFACTORY VOLUME 
IN LOS ANGELES 


Revrau ERS are busy counting sales 
slips and filling the open holes on 
the shelves that resulted from the 
Easter promotion. As a whole, they 
were satisfied—business was at least 
as good as last year and many re 
ported being up from 15 to 25 pe 


AF 
cent over 1955 


Some of the more advanced think 


ers reported sorrow that the same 


type of all-out sales offensive couldn't 
month or 


be continued for another 


two at least. There are still many 
women who didn’t buy in April; they 
would in May or June if still ap 
pealed to, these retailers felt, 
Downtown shoe stores haven't suf 
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UNDER ‘18! 


A ree rare 0 tavuar sor te boos 
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corvette 16.95 ©. Black potent pre yellow te mer ted wn" 


prertinad cat 17.98 @. Black goters, raturgl cokes 1698 = Aine matctorg bow 
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The Smart Shop in Houston, Texas, advertises these graceful new shoes 
at prices from $16.95 to $17.95. In black patent, corkette, pink, yellow, 


turquoise, melon, and white pearlized calf. With bags to match, 


THINK WHAT 
YOUR DESIGNERS 
AND YOUR SALESMEN 
CAN DO 
WITH 


IN STYLING 
D SELLING IS 


“LASTEX” 


but it is not just a word, 
it is a TRADEMARK 

for a GREAT PRODUCT... 
and to prevent misuse 

of either, please note: 


“LASTEX”’ is a registered trademark for 
U.S. Rubber’s elastic yarn, and only this yarn. 
It is not a shoe, a fabric, a lining, a quarter, 
or any other yarn. Use of this trademark is 
limited to describing the presence of U. S. 
Rubber’s elastic yarn in a fabric or product. 


“LASTEX” is a valuable, helpful, quality 
feature in shoes when properly used. Especially 
is this important in the new folded top lines, 
in the choice of fabrics woven with “‘Lastex’’, 
and in making the best use of elasticized 
leathers. 


As the sole producer of ‘‘Lastex’’, we want 
the industry to make the fullest and best 
use of ‘‘Lastex”’ in both manufacturing and 
selling. Questions on use of trademark or 
sources of materials made with ‘‘Lastex’”’ 
yarn should be directed to U.S. Rubber. 
On problems of construction and design, we 
urge manufacturers to contact our consult- 
ant, ALFRED VAMOS, INC.. 47 West 34th 
Street, New York City. ALFRED VAMOS is 
the inventor* of the elasticized shoe, and his 
practical advice is available, on request, to 
any shoe manufacturer using ‘‘Lastex’’. 


*U.S. Patent Nos. 2,184,261 
t 2,184,772 — 2,269,923 assigned to 
United States Rubber Company 


ELASTIC YARN 
MADE SOLELY 
BY 


United States Rubber 


ROCKEFELLER CENTER, NEW YORK 20, NEW YORK 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
td Markets 


Chicago 


FAL buying is just getting underway in volume in the 
Chicago area. Factories are setting up their production 
schedules and salesmen are now on the road. Regional 
shows have been chalking up some re-orders for Summer 
business and also writing advance commitments. The 
feeling is one of optimism, despite what are 
accepted as inevitable price increases all along the line. 
Most retailers had good early Spring business and sub 
stantially reduced inventories of dark shoes. 

Although it is too early to give accurate reports on Fall 
buying, certain trends have become fairly well established. 
A lot of importance is being placed on the brown family, 
especially the deep town brown. 


over-all 


The lighter tans and 
beiges are expected to be of some interest for early selling. 
Antiqued colors and the new fumed oak are being well 
accepted by style sources and will get some early promo- 
tion from July on. Vinyl, which has been somewhat slow in 
taking hold .as a volume shoe, is being ordered in substan- 
tial quantities for Fall dress shoes in combinations with 
suede. Most orders for reptiles were placed early this 
year, with heavy emphasis on rust and a few blacks and 
chiefly in patterned pumps with both high and low heels. 
Despite the talk of new colors, black still remains the 
leader. Practically all sources are buying black in about 
the same quantities as previous years. Although they buy 
more colors, the spread is largely within the color range 
and does not reduce the black pairage. 

Before hitting top production on Fall shoes, resources 
have been concerned with filling second orders for Summer. 
These have been particularly heavy on whites in sandals, 
in pumps, and in meshes. Spectators have also figured in 
re-orders. Current production is aimed at early June de- 
livery for new dark transition shoes to be sold from June 
through August. Retailers have indicated they want plenty 
of calf skin shoes in their stores for early selling. There 
has been a lot of interest in the new broadtail combined 
with vinyl and fumed oak with black combinations for this 
selling period. 


St. Louis 


Sr. LOUIS shoe manufacturers appear to be at a mid- 
point on the sales ladder. The Fall lines have been priced 
and sampled and the salesmen have been hitting the road 
all during April. Since the St. Louis Shoe Show is now in 
progress, there has been some let-up in tension show-wise, 
since al] important extras in planning details of display 
followed 
business continues to be moderately active, although pro- 


and hospitality have been through. Reorder 
duction has been revamped to compensate for the transi 
tion to Fall lines. 

Although price increases have been definitely announced 
by several major companies, it is too early to report what 


retailer resistance, if any, materializes from the price 
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boosts in the different price brackets 

At one manufacturer's advance showing of Fall styles 
to its salesmen and dealers, the commentator stated price 
us well as selling points when shoes on which there had 
been no price rise were modeled. In most cases, patterns 
that had seen large volume sales for several seasons were 
remaining price unchanged, 

One St. Louis make up house reported that sales were 
up considerably over last year, but that prices were up 
only about 3 per cent, and on some patterns not up as 
much as the actual increase in production costs, due to 
retailer refusal of the patterns at advanced prices. 

The outlook for Fall is generally optimistic, with pro 
duction schedules to be geared accordingly. 


Los Angeles 


Tus city seems to remain a weak market for men’s shoes 


in spite of the beautiful new styles being shown for 


Summer wear. Manufacturers have introduced the finest 


and most comfortable—models of footwear in the history 


of the industry. They 
retailers report few extra-pair sales and almost no interest 


practically sell themselves, yet 
on the part of the individual buyer in having a really ade 
quate shoe wardrobe 

Lack of promotion may be the cause, Of both manufac 
turers and retailers interviewed, none were discovered who 
planned to participate in the forthcoming National Shor 
Institute backed campaign to promote men’s shoe sales 
lack of the theme 
change over from heavy Winter shoes to lightweight Sum 
little out 
tructions are worn all year ‘round 


One reason for this interest may be 


means here, where the lighter con 


More likely, however 


is that the sale of a single pair, once a year, to each man, 


mer wear 


is considered inevitable and nothing can be done about it 

Of the sales that are being made, manufacturers’ repre 
sentatives report thin fabrics in combination with leathers 
to be a leader. Shantungs have replaced nylon for this use 
and a combination of dark gray shantung insert on the 


of the black been a 


big re-order getter. Variations of this show one and three 


front shoe with leather uppers has 


eyelet styles, also wrap-overs. The three-eyelet seems to 


be the biggest; it is a compromise which appeals both to 


the man who used to buy five-eyelet models and to the 


chap who bought step-ins. First-time purchasers of these 


shantung insert shoes always remark how cool they are 


to wear 

The cool theme is also being carried out in shoes with 
inserts of willow-woven leather strips. Lightweight shoes 
with styling featuring the long, narrow toe, or a receding 
toe, also seem to have captured the men’s fancy 

Some manufacturers are going after the possible local 
market for black-and-whites with new models. Brown and 
white is dead, but the black version is being shown with 
insert over 


dark leather sides and with only an 


the arch of white buck. 


uppers, 
Much easier to keep clean, this 
[TURN TO PAGE 8B, PLEASE 


79 





by BROWN 


4 
GOLD EMBOSSED Feaity Foun BY 


SHOE FORM OF AUBURN, NEW YORK 


Brown's Risque stay bright and gay in SHOE FORMS. 


Show off your shoes too in SHOE FORMS 


designed to fit your needs. 
38 youtrone a thee, display, proton write day... canal you bole, itl 
SEND FOR OUR FREE CATALOGUE 


SHOE FORM CO. INC., DEPT. SA-1 of AUBURN, NEW YORK 
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Review of the 
Retail Trade 


[CONTINUED FROM PAGE 77] 


fered nearly as much as retailers in 
other lines, a recent exhaustive survey 
showed. Figures tabulated by Facts, 
Consolidated, and sponsored by the 
Los Angeles Times, showed that of 
all purchases excepting foods, 92 per 
cent of the dollars were spent in out- 
lying areas; only eight per cent in 
the downtown district. Even TV sets 
and automobiles are making the same 
percentage of sales in the out-lying 
districts. 

Clothing retailers however are still 
making 30 per cent of their sales in 
the downtown stores, including shoes. 
Reasons given by those interviewed 
were better style selection, better 
range of available prices, higher fash- 
ion and better size selection. With 
nearly a third of the clothing dollar 
being spent in the downtown area, 
the patient may be sick but he’s a 
long way from dead. 

The ladies continue to prefer the 
new, soft constructions. First achieved 
this year, combine soft 
upper constructions with good, solid 


such shoes 


support from underneath. Greater 
comfort seems to be the result, but 
with no sacrifice in style. It also 


contributes to the “little look” which 
has become a fashion pace-setter. 
Textured leathers are sharing almost 
equal interest with and 
kids. And. of the eternal 
patent leathers and vinyl seem to be 
converting to Summer wear with no 


slackening of appeal. 


the calfs 


course, 


** * 
WEATHER HOLDS DOWN 
DETROIT VOLUME 


THE general level of business in De- 
troit has been unsatisfactory for the 
past month, following the pattern of 
earlier Winter months, because of 
adverse weather conditions. Cold and 
snow recurred right into April, prov- 
ing especially discouraging to Spring 
fashion buying, although staple types 
did better. Offsetting this trend was 
a move upward briefly on days when 
the weather turned warm, indicating 
a resilient market. 
vol- 
ume for March running a little ahead 
but barely 
of the time, 
but others ran behind even with this 
stimulant. In turn, April is expected 
to run considerably behind, because 


Some major stores indicated 


of last year, as a result 


early Easter date this 


of the spurt given last year’s figures 
by the later Easter. 
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“A 


over,” however, is the general shoe 


very good year before it is 
outlook locally, voiced by Steven J. 
Jay of Fyfe’s, NSRA president, who 
further anticipated “a good Summer 
business. People more casual 
minded—1I 


casuals worn than in a long time.” 


are 
think we will see more 

Price-wise, two irreconcilable trends 
are reported by different stores: 1, An 
increase in the unit of sale, because 
better 
2, A considerable drop, apparently, 


customers are buying shoes; 
in the more popular price field, with 
customers who have formerly bought 
about $18 in the 
brands now asking for two pairs in- 
in the $6-8 bracket. Retaile 
anxiety over the early wholesale price 


shoes at name 


stead, 


increases was voiced, with the move 
considered poorly timed because of a 
possible down-grading of popular de 
mand. The two apparently conflict 
ing trends must be viewed togethet 
to give a balanced picture. 

Evidence of the unsettled condition 
is the considerable amount of special 
sale promotion current among major 
stores, 

Black patent be the 
big news here generally in women’s 


continued to 


shoes, in all price ranges. Black was 
also a leader in softer leathers. In 
the popular price fields, white bark, 
light beige tone, was doing 


soft kids, elk 


leathers, and was expected to become 


a new 
well in also in some 
important in meshes with the advent 
of Spring. 

Pumps generally were in important 
demand, but medium heels were gen- 
erally preferred in straps and other 
types. Typical was Himelhoch’s offer- 
ing of lower heels in pumps designed 
to give the “sophisticated high heel 
look.” Healy's 
pumps trimmed with a narrow lacy 
hand. in black calf 


A different note. accenting the slim 


featured simply-cut 
patent or navy 


pump look, was featured by Russek’s 


pumps with collars, typically a 
black suede pump with white collar 
and white calf heel. More conven 


tional sweater pumps were also pro 


moted by major stores, typically 
Kline’s and Lane Bryant. 

In fashion specialists, Crowley's of 
fered a variety of gold and pastel 
tones in printed reptiles. At a more 


popular-price level, the same store 
also featured nylon mesh styles cush 
ioned with foam rubber. 

Moccasin and loafer types attracted 
considerable interest here also. Lane 
tryant offered a loafer type in glove 
leather with choice of ivory, black o1 
camel tan. Fyfe’s featured moccasins 


in a wide selection of black, camel. 









rustwood, wild rice, wild oats, wild 
olive, and caramello shades, drama- 
tizing the leisure time appeal. 

. ” . 


VARIED STYLES SELL IN 
BALTIMORE STORES 


Arrer the hue and cry of pre 
Easter shopping, and the assemblage 
of residue Spring footwear for clear- 
ances, Balti 
more’s major down-town department 


retail shoe buyers in 
stores, paused to take stock of what, 
if any, were Baltimoreans’ preferences. 

They related that black patent was 
the No. 1 in selling volume in prices 
ranging from $10.95 to $20.95 for 
$9.95 to $34.95 for 
Styles here were varied in 


one store and 
another. 
cluding strippings, closed types, slings 
and mules, One store quoted 65 per 
cent of its over-all volume turnover in 
patent while the other 35 per cent was 


divided between navy and beige leath 


ers in the $10.95 to $20.95 price 
bracket. Here the open shoes sold 
better. 


Another establishment revealed that 
selling preferences for the past month 
including the Easter furor, were, aside 
natural, 
also in red, mostly in pump type shoes 
look at from $10.95 


from patents, corkettes in 
with the closed 
to $17.95. 
Next in popularity were navy calf 
at from $9.95 to $32.95 in high and 
Not too 
blue calf 


medium heel closed pumps. 
many 
were selling. 


open type shoes in 


Also reported here was that all the 


beige shades in leathers from sea 
shell to French bread were selling 
more in open type shoes than in 


pumps at $11.95 to $24.95. 
the 
revealed 


Comments about May, June, 
July that: “We're 


going into our casual and spectator 


quarter 


and white shoe season,” said one 
buyer. There will be some vinyl shoes 
with dyable white silk trim, also yel 
low leather, pink leather, and multi 
colored rhinestone touches. We think 
that yellow calf will be very big as far 
as a new color goes. It might move over 
into gold kid. Gold kid will be used 
mostly as trim on white, whereas yel 


kid 


rope 


low will be in all-over calf or 


“In casuals we're featuring 
sole espadrilles from Italy at $3.35 
Also in the casual picture, we think 
that 


linens and meshes will be very good 


beside white, natural in straw 


We're also showing a natural or 
cream color leather 

“Turquoise and pink leather cas 
uals will be good. We have also a 


strong feeling for black linen, straw 


and meshes in casuals.” 


THE SHOCKING TRUTH: Cancer kills more children 
from 3 to 15 years of age than any other disease. 
Help hurry the day when all our children 

will be free from man’s cruelest enemy. Your 


donation—large or small—can help save a youngster’s 


life. Perhaps even one of your own. 


AMERICAN CANCER SOCIETY 





GENTLEMEN; I want to help conquer Cancer, 
(0 Please send me free information about Cancer. 
(0 Enclosed is my contribution of $0. to 


the Cancer Crusade. 


NAME 





ADDRESS. 





cITy ZONE STATE 





mai To: Cancer, c/o your town’s Postmaster. 
y 
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Compliance with the 
New Wage-Hour Law 
[CONTINUED FROM PAGE 61] 


customer who will ship them across 
State lines. Makers of shoe findings 
should remember, too, that the law ap- 
plies to employers who make trims, 
heels and other articles used by the 
industry, not only if they produce di- 
rectly for interstate commerce but if 
these products are used by other manu- 
facturers, even though located in the 
same State, in the production of goods 
for shipment out of the State. 

The law’s provisions apply not only 
to workers who make shoes and find- 
ings, but to employes in occupations 
closely related and directly essential to 
the production of such goods for inter- 
state commerce. Nor may the employer 
overlook office employes, shipping work- 
ers, Janitors, porters, and other main- 
tenance employes, and sales help, since 
they, too, are covered by the law. 


“White-Collar” Exemptions 


Firms in the shoe manufacturing in- 
dustry will want to note that the law 
provides a minimum wage and overtime 
pay exemption for employes engaged 
in a bona fide EXECUTIVE, ADMIN- 
ISTRATIVE, PROFESSIONAL or 
LOCAL RETAILING capacity, or as 
an OUTSIDE SALESMAN as defined 
in regulations, Part 541, issued by the 
Administrator of the U. S. Department 
of Labor’s Wage and Hour and Public 
Contracts Divisions. 

Employers should avoid the all-too- 
common fault of assuming employes 
are exempt because they have impres- 
sive job titles or are paid a good sal- 
ary. For exemption to apply, the in- 
dividual’s duties must meet a series of 
tests listed in the regulations. 


Hours Worked 


Many firms would better their com- 
pliance record if they remembered that 


employes must be paid for all hours 
vorked. They should count as hours 
worked all time the employe is work- 


ing on his job and all time he is re- 
quired to be at his place of work or 
on duty. Thus, when machines break 
down, the employe is owed compensa- 
tion for his working time if he must 
stand by until the breakdown is re- 
paired, or if he is assigned to other 
tasks, or if the time is too short or its 
length too indefinite for the worker to 
use the time effectively for himself. 

Occasionally, too, some employes per- 
form certain tasks outside the regular 
workday. For example, machine oper- 
ators may cut threads, sort sizes and 
cut up their work, and hand sewers 
may wax their threads or thread nee- 
dies before or after regular hours. 
Time spent on the job by employes who 
come in early or stay late should be 
counted as hours worked. 

The Federal Wage-Hour Law does 
not require that an employe be paid 
each week. The employer may make 
his wage and salary payments at other 


May |, 1956 









regular intervals, such as every two 
weeks, every half-month, or once a 
month. What the Act does require is 
that both minimum wage and overtime 
pay must be computed on the basis of 
hours worked in each workweek, stand- 
ing alone. Thus the employer cannot 
eliminate the obligation to pay over- 
time by averaging the hours of work 
over two or more workweeks. 

Before overtime pay can be com- 
puted it is necessary to determine the 
employe’s regular rate, since the Act 
requires payment for overtime hours at 
not less than one and one-half times 
the regular rate of pay. The “regular 
rate” is defined in the Act to include 
all remuneration for employment, ex- 
cept certain payments such as premium 
payments for overtime work and work 
on Saturdays, Sundays and holidays, 
discretionary bonuses, gifts and pay- 
ments in the nature of gifts on special 
occasions, contributions to welfare 
plans, and payments made pursuant to 
certain profit-sharing, welfare or thrift 
and savings plans. 

Of course, the regular rate may be 
more than the statutory minimum but 
it cannot be less. Should an employe’s 
regular rate fall below the statutory 
minimum, the employer must make up 
the difference and compute overtime on 
the basis of at least $1.00 an hour. 


Learners 


As many shoe manufacturers know, 
rates lower than the statutory mini- 
mum may be paid learners, provided 
the employer obtains a special certifi 
cate from the Divisions. The basic con 
ditions and procedures applicable to 
the employment of learners are con- 
tained in the general learner regula- 
tions, Part 522. For the shoe manufac 
turing industry, supplemental industry 


learner regulations have been issued, 
art 522, sections 522.50-522.55. These 
supplemental regulations set forth the 





number or proportion of learners per- 
mitted to be employed, the authorized 
learner occupations and learning peri- 
ods, and the applicable learner rates. 

For the manufacturing indus 
try, the minimum learner rates are 87 
cents for the first 240 hours and 93 
cents for the remaining 240 hours of 
the 480-hour authorized learning pe 
riod, effective March 1. 

For overtime pay purposes, the learn 


shoe 


er’s regular rate can be no less than 
the applicable minimum learner rate. 
Of course, it may be more, since the 


“regular rate” includes all compensa 
tion, except statutory exclusions. 
Employers who want to employ learn 
ers at less than $1.00 an hour should 
cbtain application forms from the na 
tional office or the nearest regional of 
fice of the Divisions. After application 
has been made, the Divisions determine 
whether the request is justified under 
the regulations. As the law requires, 
certificates are issued only to the extent 
necessary to prevent curtailment of 
opportunities for employment. 


Child Labor 


The law sets a minimum age of 16 
for general employment and 18 for 
work in jobs declared hazardous by the 
Secretary of Labor. Children of 14 and 
15 years of age may be employed in a 
limited number 
and sales work, outside of school hour 
The law directly prohibits the employ 
ment of boys and girls below the mini 
mum interstate 
in the production of goods for inter 
state commerce—including any closely 
related occupation or 
essential to production, It 
prohibits the shipment or delivery for 
shipment in interstate commerce by any 
producer, 


of jobs, such as office 


ages in commerce, of 


process direct ly 


such also 


dealer of 
any goods produced in establishments 
in or about which have 

[TURN TO PAGE 116, PLEASE] 
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Distinctive Italian Imports 
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These four street and dress styles are from the Italian line of Calzaturificio 
Fratelli Martini, made in Verona, Italy, and imported by Trans World Woven 
Products Co. They are available in American full and half sizes 6'/,-13 in B, C, D, 
E, and EE width in Sport Grain and in smooth Calf leathers in a variety of 





colors. The leathers are tanned in Verona by Fratelli Rossi. 
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Here is an actual photograph token at 
the time of fitting Altschul’s Rx Shoes. 
Altschul's Rx Construction (for added 
support) with its unusually sound last 
design will delight and amaze your cus- 
Altschul’s Rx Shoes have the 
beauty and appearance of ordinary 


tomers. 





THIS PICTURE SPEAKS 
FOR ITSELF! 


ALTSCHULRy SHOES !N ACTION 


*Actual Photograph Taken at Time of Fitting 


shoes because the patterns and leathers 
were selected specifically for this con- 
struction by specialists in support foot- 
wear, Altschul has a large selection of 
Rx support shoes in stock for immediate 
delivery. Others are on a “to order 
basis.” Write for our catalog today. 





JULIUS ALTSCHUL, Inc. 


Creators of "NATURES OWN” 


117 Grattan Street 


SERVING AMERICA’S 


Emphasis on Style 
In Children’s Fall Shoes 
[CONTINUED FROM PAGE 57] 


Saddle oxfords generally are more 
important in the Fall lines than at 
other seasons and this year’s new treat- 
ments give added interest. In addition 
to the plaid saddles, there are some 
suede saddles with contrasting piping, 
new color combinations and very often 
there are crepe soles, as well as the 
leather or nuclear soles. Casuals are 
lighter and more flexible and here too 
there are deviations from the classic 
types through the use of gores and 
fancy treatments. 
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straight last footwear 
Brooklyn 37, N. Y. 


RETAILERS FAITHFULLY FOR 55 YEARS 


When it comes to leathers, these 
range from patent (some metallic) to 
suede, velvet, calf, combinations of two 
textures — suede and smooth, grain 
and smooth—and the soft glove tan- 
nages. Gay, colorful linings add ex- 
citement to many of the step-in styles 
in this category. 

As for boys’ shoes, the story is pretty 
much the same. Shoes that resemble 
dad’s are the most favored ones 
the same slim lines, patterns and leath- 
ers. Bluchers, saddle oxfords, casual- 
moccasin types are the most popular 
and there is a growing interest in the 
Bal U throat that is a departure from 
the conventional shoe of that type. 
Smooth leathers are in first place, with 








j 


soft grains as a close follow-up. Shaggy 
leathers are gaining in favor because 
they are extremely serviceable and re- 
quire a minimum amount of cleaning. 

An interesting development in the 
color story is the new importance of 
black. This applies to both the girls’ 
and the boys’ shoes. For many past 
seasons, the trend had been away from 
black, with more emphasis on colors— 
blue, scarlet and Basque red and the 
spice shades in the girls’ and a prefer- 
ence for the charcoals—gray or brown 

in the boys’ shoes. Now there is a 
growing demand for black. 

In every category, style has been the 
important consideration—even infants 
will take their first faltering steps in 
dressed up styles. 

Manufacturers have been keenly alert 
to the new style trends and they have 
made their Fall 1956 shoes a reflection 
of the fashion, construction, the colors 
and the materials that the young people 
prefer. They expect therefore, that Fall 
1956 will get off to a good selling start 
and add up to satisfactory operation 
for themselves and their resources. 


The Shoes with 
The Delicate Air 

[CONTINUED FROM PAGE 60] 
shade in different leather surfaces are 
part of the same lady-like look. But 
vivid contrasts are also continuing and 
here black with red, bright blue or 
green is used. Black with beige, taupe 
or a real brown are very much favored. 
This use of black and brown is one of 
the subtle contrasts which fits into the 
Fall style picture of very smart but 
quietly elegant shoes. Shoes that are, 
by the way, often wearable with many 
kinds of clothes from late morning to 
after-five. 


Men’s Shoe Showcase 
[CONTINUED FROM PAGE 55] 
clearer tonality are on the ascent. 
Cordovans and Black are well repre- 
sented in Fall sample lines while Char- 
coals, on the other hand, have given 

way to these brighter Browns. 

Not in many seasons has such a 
variety of leathers been featured in 
men’s shoes. Prominently represented 
in the Fall lines are the Shrunken 
Grains designated by the excellent 
promotional name “Cashmere,” new 
softer and glovier leathers, Cordovan 
and Cordovan-colored Calf, Kip and 
Side Leathers. Imported and domestic 
Reverse Leathers of much plumper tan- 
nages and with the luxurious nap of 
velour, which brings a rich undertone 
to their colors, are in evidence. Grained 
Leathers from a fine Heather to the 
traditional Scotch Pebble types are 
reappearing. 

American men are spending more of 
their leisure time out-of-doors and are 
becoming increasingly conscious of the 
correct apparel for this relaxed living. 

[TURN TO PAGE 116, PLEASE] 
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Industry Panels: 
Retailers 
[CONTINUED FROM PAGE 62] 


they’ll contribute, they expect that the 
basic program of action, when pre- 
sented, will be very sound, otherwise 
they will withdraw. Some of the “no” 
group think the basic idea is not sound. 


Question 3: The Institute’s goal of 
$200,000 is deliberately and admittediy 
modest for an industry which does an 
annual retail sales volume of $8.7 
billions. However, do you think that 
this goal, under the intent of the plan, 
is (a) tuo small; (b) about right; (c) 
too large? 


The replies: 52 per cent say the goa) 
is about right; 48 per cent say it’s toc 
small. However, more than half oi 
those voting “about right” on this 
question stated that the $200,000 goal 
is all right only for a starter. The great 
majority of retailers are aware that 
$200,000 won’t go very far as a budget 
for even a small or preliminary pro- 
gram. Some 76 per cent of the retailers 
believe that the starting fund should 
be between one-half and one million 
dollars, and much larger for an all- 
out program. Most retailers also feel 
that the Institute’s plan of a volun- 
tary assessment of 5 cents per $1,000 
of gross sales for retailers sets the 
sights too low. About 76 per cent of the 
retailers think the assessment should 
be between 8 cents and 15 cents per 
$1,000 of sales. Also, a number of the 
chains and department stores among 
the Panel members said they’re not 
willing to divulge their sales volume, 
and would contribute only if some 
other method of assessment was used. 


Question 4: The Institute’s plan is to 
operate with an annual fund of between 
$150,000 and $200,000 for perhaps two 
or three years as a “testing ground” 
before any effort is made to launch a 
much larger plan on an all-out basis. 
Do you think this preliminary plan is 
best—or do you think we should now 
go all-out on the larger program? 

The replies: 60 per cent in favor of 
the “testing” program, and 40 per cent 
in favor of going all-out now with the 
program. Many of those in favor of 
the “testing” plan, however, think that 
a testing period of two or three years 
is too long. They think one year is 
long enough to learn what’s needed. 
Most of the group favoring going all- 
out now believe, in effect, that a small 
budget will prove meaningless, even on 
on a testing plan. 


Question 5: Under the Institute's 
present plan, contributions will be re- 
quested only from shoe manufacturers, 
wholesalers and retailers. Do you think 
that contributions should also be re- 
quested from the allied trades? 

The replies: 87 per cent in favor of 
getting contributions from the allied 
trades, and 13 per cent not in favor. The 
former group mentioned frequently, 
however, that aid should come only 
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from allied firms whose business was 
wholly dependent on the shoe industry. 
Of those opposed, a number said that 
funds from “outside” sources shouldn't 
be requested during the testing pro- 
gram, but yes when the all-out program 
was launched. 


Question 6: If the Institute's promo- 
tion fund is raised, then between 
$150,000 and $200,000 will be available 
for the national shoe promotion job 
annually. Keeping in mind that this is 
an extremely small budget, in your 
opinion what is the one main way this 
money should be spent to get the most 
effective results for shoes and the shoe 
industry? 


As was to be expected, there was a 
large number and wide variety of ideas 
and suggestions proposed. However, 
at the same time there was a surpris- 
ing concentration of agreement in many 
of these ideas. Condensing all these 
ideas and suggestions, here’s how the 
retailers think the small initial budget 
should be spent in the testing program: 


1) Carefully planned and prepared 
newspaper publicity—and also involv- 
ing magazines, TV, radio and other 
media. Most retailers are aware that 
the small budget can’t support a 
national advertising program, and that 
the program must depend largely on 
good publicity and public relations. 

2) Use a good share of the initial 
fund to study methods used in success- 
ful programs in other industries. 

3) If any allotment is to go to 
advertising, use it in TV spots. 

4) Use a good share of the fund for 
grass-roots educational purposes, most 
of all to train and stimulate retail 
shoe salesmen. 

5) Furnish the retailers with the 
material and direction, then let them 
carry the ball from there on their own 
locally, or as local teams. 

6) An educational program working 
in all media and at all levels simul- 
taneously (schools and colleges, 
women’s clubs, industry, etc.). 

The above pretty much sums up the 
consensus comprising hundreds of in- 
dividual ideas, but most of which fall 
into one of the above basic categories. 
Many expressed the feeling that “it’s 
pretty hard to suggest ways and means 
to get any effective results with an 
infinitesimal budget of $200,000 for a 
national job.” 

A good number of retailers are 
apprehensive that an “educational” 
program will fail if it fails to embrace 
all aspects of shoe business. For ex- 
ample, concentration on “fashion” to 
the neglect of health-type or basic 
footwear; or over-emphasis on big-city 
shoe business to the neglect of small- 
town shoe business. 

There is strong feeling among re- 
tailers that “education” must be di- 
rected as intensely to retail shoe sales- 
men as to the public. As one retailer 
aptly expressed it: “Attracting store 
traffic is no special problem. It’s what 
we do with that traffic that counts.” A 

[TURN TO PAGE 87, PLEASE] 


Industry Panels: 
Manufacturers 
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The replies: 85 per cent yes; 9 per 
cent no; 6 per cent uncertain at pres- 
ent. A good number of the “yes” 
group say they’ll go along, but only if 
the larger majority of manufacturers 
also come in. Some of the smaller pro- 
ducers are concerned about the 
bility that the benefits of the program 
will go largely to the bigger producers. 


possi- 


Question 3: The Institute's goal of 
$200,000 is deliberately and admittedly 
modest for an industry which does an 
annual retail sales volume of $8.7 bil 
lions. However, do you think that this 
goal, under the intent of the plan, is 
(a) too small; (b) about right; (¢) too 
large? 

While 67 per cent think 
right, 32 per cent say it’s 
and 1 per cent say it’s too large. How 
ever, a very large share of the “about 
right” group emphasized that the $200, 
000 fund was okay but only as a 
starter. Virtually every manufacturer 
takes the realistic view that a much 
greater fund is required to do the all 
out job. The one-third of the manufac 
turers who think the present fund is 
too small, even for a starter, believe 
the initial fund should be at least a 
half million dollars, Many also men- 
tioned that the voluntary assessment 
for manufacturers should be raised 
somewhere between 10 and 15 cents per 
$1,000 of sales. Many also cited the 
one-penny figure, saying that when the 
plan is ready to be launched full scale, 
assessment should be on a one-penny-a 
pair basis. 


it’s about 


too small, 


Question 4: The Institute's plan is to 
operate with an annual fund of be 
tween $150,000 and $200,000 for 
haps two or three years as a “testing 
program” before any effort is made to 
launch a much larger plan on an all 
out basis. Do you think this prelimi 


you 


pe ? 


nary testing plan is best—or do 
think we should now go all-out on the 
larger program? 

An overwhelming 92 per cent is in 
favor of the “testing” program, while 
6 per cent favors the all-out-now plan, 
and 2 per cent is undecided, The vast 
majority say it’s important that the 
program feel its way to get a more 
positive sense of direction. However, 
many feel that two or three years of 
“testing” is too long. Most 
favor a “waiting period” (during which 
the initial testing is done) of about one 
year. 


seem to 


Question 5: Under the Institute's 
present plan, contributions will be re- 
quested only from shoe manufacturers, 
wholesalers and retailers. Do you thinl 
that should 
quested from the allied trades? 


contributions alao be re 


Again a one-sided vote with 91 
cent favoring acceptance of contribu 


tions from the allied trades, 4 per cent 
[TURN TO PAGE 87, PLEASE] 
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Industry Panels: 
Retailers 
[CONTINUED FROM PAGE 85] 


number of retailers said that if the 
institute starts a program, they will 
plan to tie in much of their own promo- 
tion and advertising, via additional 
funds, with the national program. 
What conclusions can be drawn from 
the Panel’s replies? First, there’s al- 
most unanimous agreement in favor of 
launching a promotional program. 
Second, most retailers will participate 
and contribute. Third, while the great 
majority are in favor, there’s appreci- 
able feeling that promotion merely for 
the sake of promotion isn’t enough; 
in short, the program must be sound, 
effectively administered. Fourth, there’s 
some vexation about the smal! amvunt 
being proposed for such a fund. Fifth 
shoe retailers are eager to see such a 
program launched. But unless such a 
program is clear-cut and sound in its 
goal and methods, it will quickly lose 
their support. Conversely, if the pro- 
gram gets off on the right foot and 
wins approval, the retailers can be 
counted on to increase their contri- 
butions substantially and give the pro- 
gram all-out backing in every respect. 





Industry Panels: 
Manufacturers 
[CONTINUED FROM PAGE 85] 


saying no, and 1 per cent undecided. 
The great majority feel that any group 
in the shoe industry that stands to 
benefit from the promotional program 
should also be eligible for active and 
financial support of the program. How- 
ever, the small minority group were 
almost unanimous in their feeling that 
if too many industry groups are 
brought into the program—at least in 
the beginning—it will complicate mat- 
ters with too many “voices.” 

Question 6: If the promotion fund is 
raisel, then between $150,000 and $200,- 
000 will be available for the national 
shoe promotion job annually. Keeping 
in mind that this is an extremely small 


budget, in your opinion what is the one 


main way this money should be spent 
to get the most effective results from 
shoes and the shoe industry? 

The many scores of answers, while 
widely varied in details, fell into sev 
eral major categories. This indicates 
that the manufacturers’ thinking is 
pretty much “centralized” on the mat 
ter of the basic approach to be taken 
to do the job. Following, in the order 
of their frequency of mention, are the 
suggestions of the manufacturers. 

1) First, a market study. Use most 
of the initial fund to see what needs 
to be done and how to do these things 
with least expense and most results. 
Study similar programs in other indus- 
tries—the programs that have failed 
and those that have succeeded. In short, 
before we toss the big pitch, make a 
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careful study of the batter. 

2) Public relations and _ publicity. 
Embraced in this category is a wide 
variety of individual ideas and suggest- 
tions. Fundamentally, it boils down to 
getting shoes “talked up” favorably and 
intensely before the public eye—to in- 
crease the public interest and apprecia- 
tion of footwear. Most frequently cited 
on this point was the need for a con- 
stant flow of information to the press 
(and including TV and radio) on all 
aspects of footwear (fashion, comfort, 


wear, value, foot health, special ocea- 


sion use, etc.). 

3) An educational program—getting 
the public to know more about shoes 
and the shoe industry. This builds 


more public appreciation or conscious- 
of values received in footwear, 
and of the important role of footwear 
in the everyday life of the average con 
sumer, Part of the program would in- 
clude the making and educa 
tional films. 

4) Advertising. While the great ma- 
jority of manufacturers realize that 
little national advertising can be done 
on the small budget, many cited the 
use of “selective” advertising in picked 
spots at low cost. Most manufacturers, 
however, believe that national advertis- 
ing cannot be the pivot of the program, 
but only a supplementary arm. 

5) Training and education of retail 
shoe salespeople. Publicity and public 
relations can draw store traffic, but the 
payoff results of this traffic depends 
largely on the salesman. Several times 
the expression was used: “Nothing hap- 
pens until somebody sells something.” 

Now, let’s sum it all up. The great 
majority of shoe manufacturers are 
strongly in favor of an _ industry- 
financed, national promotion program. 
The large majority can be counted on 
to contribute to the fund on an assess- 
ment basis. While most agree on the 
need to feel our way along at first, 
there is some indication of impatience 


ness 


use of 


to get a full-scale program into opera 
tion as soon as possible. 

It’s generally agreed that 
no magic button that can be pushed 
to get desired results, but that a well 
rounded program must be developed 
after study and testing. There is a sort 
of mass realism among the manufac- 
turers-—the realization and expectation 
that it will take a lot of money (rang 
ing between $2,000,000 and $5,000,000 
a year) to do the full-scale job. But 
most appear ready and willing to sup 
port such a program—provided the pro 
gram is sound and well administered. 

A number of smaller manufacturers 


there is 


have some qualms about the large 
manufacture) “dominating” the pro 
gram, and the possibility of the bene 


fits of the program falling more in 
favor of the larger producer 

While most manufacturers have thei 
own ideas and want to contribute 
gestions as to the content and adminis 


the this 


sug 


tration of program, appeal 


to be more in the spirit of “contribu 
tion” rather than insistence on an a 
tive voice. They are willing to whole 
heartedly support a program devised 
and administered by any elected 
source, But it seems certain that that 
source will have many “watchdogs” 
over its shoulder to see that the job i 
done with maximum effectiveness, 


Nordstrom’s Adds to Staff 
Hartley, 


shoe de 


OAKLAND, CALIF.—Houston 
manager of the 


partment in Kahn's Department Store 


Nordstrom's 


here, announces the addition of three 
new salesmen to the staff. 

Business in March showed a 25 per 
cent increase that of the same 
month last year, Hartley reports. Pat 
slacks and Bread 
ellers. A new 
featuring sizes 


over 


ent leathers, French 


were the big series of 


paper ads, and tied-in 
with displays in the department were 


responsible for much of the increase. 





New Soft Casuals 





Smart new note in the casual field is the soft easy-going, double purpose slip-on. 

Ideal for lounging indoors it is sufficiently sturdy for walking, to wear to the 

movies at night or for patio entertaining. The styles illustrated are in Chestnut 
Reversed leather with smooth trim and are from Swan Shoe Co. 
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fact may account for its ready sale. 





In more formal wear, textured leathers are very big. 
Good orders are reported on pebbled leathers, although 
Scotch grain is said to be dead. Llama shoes, of a mod- 
erately fine grained surface, are selling well in the higher 
priced lines. This is not an artificially textured cow hide, 
but is actually the hide of the South American beast of 
burden. 





Shoemakers look glum when future prices are men- 
tioned. They have already risen, and the consensus is 
that they will again. In the men’s lines, makers seem to 
have the courage born of desperation—men are only buying 
shoes one pair at a time, once a year, and there is little 
worry about price resistance. He can’t buy any fewer or 
he’ll go barefoot. 





New England 


THE third week in April found manufacturing conditions 
spotty in New England shoe factories. Re-orders on Spring 
and early Summer shoes were slow although some of the 
women’s shoe manufacturers, content to book business at 
no increase in price in order to tide them over for a short 


C time, reported that production had been stepped up. Hav- 
a — | erhill factories reported that a strong demand for whites 
i HERATON M ‘Avpin had developed but that this buying originated mostly in 
the South and West where business at retail had not been 
slowed to a walk by bad weather. 


Hor EL Price resistance, strongest among outlets retailing wo- 


men’s novelties and casuals at from $3 to $5, continued to 


° be a deterrent and manufacturers of these volume-grade 
shoes have found themselves faced with no solution to date 
other than to introduce a second line at a somewhat higher 
price or to cheapen their original lines, Many are said to 


be contemplating the former method. In higher grades of 
women’s footwear, resistance to price hikes of from three 
% Same block as the Empire State Bldg! to five per cent is less than it was two weeks ago. Actual 
Near most sources! buying, however, has been light. Most of the price prob- 
% Close to Penn Station, both Airline lems confronting the industry were expected to be ironed 
Terminals; B&O buses stop at door. Sub- out at the Popular Price Shoe Show which opened in New 
way at entrance. York on April 29. 
Times Square, theatres, United Nations, Men’s shoe factories in the Brockton district are in better 
Radio City and Grand Central all easily shape than the women’s factories in other parts of New 
accessible. England. Not only is there less resistance to the inevitable 
price increases but throughout the early Spring backlogs 
1501 ROOMS WITH BATH, RADIO: (NOW BEING of orders kept them comfortably busy with few exceptions. 
REMODELED AND AIR-CONDITIONED.) MARINE ROOM. Recently, however, there has been some slackening in the 
CAFE LOUNGE AND BAR. production rate, a normal development at this time of year. 


Sueraton-M{CAcein New York 


ALTHOUGH shoe production activities seemed to slow 


Hore down somewhat in the New York factories right after 


Easter, the general feeling was that it was a temporary 


2% Z ae lull. In the main, reorders were coming in satisfactorily 
y- tho Hoant 01) the Dew Zane, ... ata better rate from customers in the south and south- 
oe west than from the northeast, where the weather has been 

Reservations: PE 6-5700 + Teletype: NY 1-2715 poor. Very often, manufacturers cooperated with their 
Broadway at 34th Street accounts and scaled down some of the orders so that in- 


ventories at retail wouldn’t get overloaded. 











Reports indicated that some few factories may be run- 
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ning about ten or twenty per cent behind; while others 
were doing very well . . . making for stock and reorders. 

The shoes that are going through the factories now are 
the real Summer shoes—the opened up types such as strip- 
ping and demi-pumps with open treatment around the 
vamp and closed back are important. Backless types are 
quite popular. 

At the same time, with the Guild of Better Shoe Manu- 
facturers’ and the Popular Price Shoe Shows importantly 
scheduled right now, manufacturers in all categories have 
heen building their first Fall lines for display and sampling. 
Women’s shoes will stress simplicity, slim elegance and 
fine detailing. Combinations of textures and colors will be 
important. 

In children’s shoes, the motivating force will be styling 
that comes close to adult types. 

The general feeling is that there is good shoe business to 
be had and manufacturers are going after it. 


Milwaukee 


MANUFACTURERS in the Milwaukee area, with Spring 
and Summer orders out of the way by late April, turned 
their attention to price adjustment and price increase 
schedules on Fall lines and getting the new Fall lines “on 
the road.” It was a consensus of a majority of manufac- 
turers that price increases on Fall shoes are essential. The 
few not concurring had adjusted their prices shortly be- 
fore April 1. 

Spring and Summer business in men’s and children’s 
shoes and in women’s dress shoes is chalked up as excellent 
with increases noted in almost every plant. Weather con- 
ditions generally this Spring have been a backward factor 
in women’s casual shoe business, but a leading manufac- 
turer said, “Our real test comes in late April and all of 
May, but I do expect a gain over last year.” Tailored 
casuals are selling best, with a large demand for the new 
last introduced last Fall with wall toe in a 14/8 heel 
height. White, smoked elk and honey beige tones are 
popular. 

“March was the biggest shipping month in men’s shoes 
in our history,” a sales manager for a men’s and boys’ shoe 
manufacturing company said. “On the basis of sales, our 
business is 20 to 25 per cent ahead of a year ago.” 

Speaking of Fall lines now being introduced, another 
men’s manufacturer said that he anticipates more strength 
in continental trends, and a return to dark brown shoes. 
even though black will continue strong. 

“We have done a big season in nylon meshes in combi- 
nations with leather—U-tips and wingtips—with natural 
tweed mesh and brown in largest demand,” another execu- 
tive said. “Our shantung with leather combinations have 
gone well in gray with black and in brown and rust with 
overlay plug front. Three-eyelets make up most of our 
Spring business.” 

Contrary to some shoemen’s predictions, the critical farm 
situation has not caused a decrease in farm belt customers’ 
purchases of work shoes, two manufacturers of work shoes 
declared. Even though the higeest work shoe business 
comes in the Fall, sales this Spring have shown increases 
not only in the agricultural areas but in industrial areas 
where employment continues at a fulltime level. Farm 
boots have sold well and there is a growing demand for 
job-fitted shoes and boots for the laborer. Size-up and in- 
stock business is running ahead of last year in every plant 
contacted, 
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Bass Weejun* 
New, light 
with po 
styling. 





No, 724 Bass Wj 
Brown antiques 
leather soles, 
heels, 






No, 750 Bass Weejuns® 
Black antiqued, 
double leather soles, 
leather heels. 

















BASS roorwear 














for extra profits, sell the Bass line: 


@ TRAILMASTERS @ QUAIL HUNTERS* 
@ SPORTOCASINS* @ SKI BOOTS 
@ WEEJUNS* @ WELTS 


also in styles for women 
*T.M, REG 


G. H. BASS & CO., Dept. B55, Wilton, Maine 
658 Marbridge Bldg., N. Y. C. I, N. Y. 
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... leading state for shoe production... 


invites YOU to let us 
“Tailor-Make’’ a Plant for you 


Under Missouri’s unique “tailor-made” plan, 27 shoe 
and leather products firms have located in Missouri 
during the past five years. Today there are 158 plants 
dispersed throughout the State. In 1953, the total 
value added by the manufacture of leather products 
was $169,867,000. 


The labor and materials you need are abundant here. 
Hides from 4 nearby Missouri cattle markets, tanning 
materials from Missouri forests—save the added cost of 
transportation. Here you are centrally located for ship- 
ment to your major markets. And Missouri’s labor pool 
leads in diversification—with an enviable labor rela- 
tions record. 


17 cities are ready and able to build for you-—80 others 
have formed industrial development corporations — 
ready to help you. In addition, you can take your 
choice of 132 buildings available now, listed in the 
latest Quarterly Missouri Buildings List. 


Find out now how these Missouri cities, aided by the 
Missouri Division of Resources and Development, can 
“tailor-make” a plant for you—either by building such 
a plant, or helping you select presently-built facilities. 


PHONE COLLECT 

or write today 

Lisle Jeffrey, Industrial Director 

Dept. E691 

Missouri Div. of Resources & Development 
Phone Jefferson City 6-7185 

Jefferson City, Missouri 
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of being switch strategy for selling, knocking is apt to 
be a sales boomerang for your store. 
3. Discover Real Wants. 

Customers ask for a specific brand of shoes because it 
satisfies a want. What they request has some quality that 
delivers some benefit to the customer. Instead of asking 
for what they really want, most customers will ask for 
some specific brand or style of shoe. 

Knowing exactly why a customer asks for something 
what she really wants—is the key to successful switch 
selling. It may be that the customer wants one of several 
things—comfort, economy, appearance, durability, etc. She 
asks for a specific brand or style because she knows or 
believes it will give her what she really wants. 

Salesmen using switch selling strategy successfully fol- 
low these steps: 

1. Ask the customer why she prefers the requested 

brand or style of shoe. 

2. Show substitute line or style to the customer. 

3. Watch reactions and listen to the comments of your 

customer. 
4. Compare Favorable Features. 

After you know what your customer really wants, you 
can point out how your shoes deliver these benefits. For 
instance, a customer says or indicates she wants a shoe 
that will wear well. You point out the long-wearing quali- 
ties of the shoe you are selling. 

As you match benefit-for-benefit of the substitute shoe 
with the requested brand or style, your customer will 
switch to your suggestion easily. A little study of your 
stock and your competition will reveal many points that 
compare favorably. 

5. Highlight Your Exclusive Points. 

Almost all merchandise has some exclusive feature 
something that is just a little different. Switch selling 
strategy calls for highlighting these exclusive points in a 
favorable way. 

For instance, you compare all of the features that can 
be compared. Then, after showing that what you are sell- 
ing is equal, you bring out your exclusive point 
something extra. Customers reason that what you are 
selling has all they asked for PLUS the exclusive points 
you emphasize. 

6. Don’t Say “Just as Good.” 

Some shoe salesmen in making a comparison in switch 
selling use the expression, “Just as Good.” This throws a 
doubt into your customer’s mind or reflects on his judg- 
ment... both of which can lose sales 
7. Beware of Bait Selling. 

“Bait” selling and “switch” selling are considered the 
same by some people. “Bait” selling is advertising one 
item as a leader and then trying to switch the customer to 
something else. Often the advertised item is available in 
limited quantities and the main purpose is to sel] the 
other item. 

Customers are aware of “bait” selling tactics. Many re- 
sent it. And, in some states, “bait” advertising and selling 
laws have been enacted to stop this practice and elevate 
the ethics of retailing. 

“Switch” selling, on the other hand, is an ethical effort 
to serve the customer with the available stock in the shoe 
store. It is appreciated by many customers because it 
saves them shopping time. And, it helps hold customers 
and build sales for vour store. 
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KECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


White Shoes Resort Leader Down South 





Florida and Nassau Also Give Wide Support to Straws and Both Solid- 
Color and Decorated Vinylites in a Variety of Treatments 


By BERNICE DECKER 


More whites than in many seasons, 
lots of straws both in solid color and 
decorated, vinylites in a variety of 
patterns and treatments, and a range 
of pastels. This pretty well sums up 
the shoe picture for the Southern re- 
sorts which reached their seasonal 
peak April 1. They were observed by 
the RECORDER correspondent in visits 
to most of the resort towns of southern 
Florida as well as the Bahamas island 
capital Nassau. Since the observations 
were made at the climax of the season 
with trends well established, they can 
be considered fairly good indications 
of what direction shoe selling should 
take this Summer in northern areas. 

Nassau, for the most part, presented 
about the same style picture as Florida 
as far as dressy shoes went. For 
daytime wear, practically all tourists, 
both men and women adopt the ac- 
cepted costume of Bermuda length 
shorts. Many of them, both men and 
women, wear some form of espadrille, 
either commercially made in the United 
States, or some of the native island 
versions. Some of the men prefer their 
moccasin or slip-on types. A number of 
the women, under the influence of the 
native straw market wear straw cas- 
uals, either locally produced or com- 
mercial types. 


Sandals, Vinylites at Night Spots 


Evenings are more dressy than in 
Florida in accordance with local cus- 
tom. A preponderance of white sandals 
or vinylites was noted in dining and 
dancing spots. Some pastel sandals 
were seen. For less formal but still 
dressy wear dressy straws are worn. 

In Florida tailored shirts and Ber- 
muda shorts appear to have become the 
universal informal daytime costume for 
women, both tourists and local resi- 
dents. There is a greater variety of 
shoes worn with them than in Nassau, 
although preference seems to be for the 
esnadrille or soft slip-on types. For the 
golf course heavier moccasin type shoes 
are worn. Pig skin, elk, and other soft 
glove type leathers in low-cut one or 
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two eyelet ties are also being accepted. 

For afternoon and even cocktail 
wear, the linen sheath in white or 
pastels has been much in evidence. The 
same has been true of soft versions of 
the classic shirt waist dress, and for 
informal occasions innumerable 
binations of shirts and skirts, often 
with a bright belt for contrast. The 
latter types have meant that the softy 
dressier casuals such as the pig skins, 
corkette, and other crushable leathers 
in tans, naturals, and pastels have done 
exceedingly well. 
there was more white in ready-to-wear 
seen than in many seasons. In 
of the smartest clubs there have been 


com 


For dressy occasions 


some 


a number of all-white costumes. Pink 
has still been a favored color, but 
not to the same degree as last year. 


Both blue and yellow have come up 
rapidly. Several windows along Worth 
Avenue in Palm Beach were devoted to 
all-yellow or all-blue ensembles, includ 
ing shoes. Turquoise has 
highlighted and accepted in 
wear as well as shoes. 


also been 


ready-to- 


Record Tourist Season in Florida 


This has been a record tourist 
son throughout the Florida 
season and has been reflected in ex 
cellent business for shoe stores and 
shoe departments. Most of them 
started their traditional sales in April. 
However, there was a general] feeling 
that merchandise left, was largely of 
the more extreme novelty types rather 
than any of the best sellers. 

As had been expected more white 
than in a long long time was bought 
this year. This included a preponder- 
ance of white sandals in calf or shan- 
tung or other fabric which showed up 
with many costumes in the Easter 
varade. Other whites which sold well 
included whites with floral or other 
decoration, whites with multi-color or 
solid-color contrasting heel, also white 
buckskin with honey alligator, with 
navy blue cobra, or with black lizard 
in sling back open toe pumps. 

[TURN TO PAGE 95, PLEASE] 
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resort 


LIA Launches Biggest 
Summer Shoes Campaign 


New YorKk—Several thousand lead- 
ing men’s shoe retailers throughout 
the country will shortly launch the 


largest promotional campaign on Sum- 
mer shoes around the theme of Tropi- 
cal Leather. 

Springboard for the point-of-sale 
promotion will be an eight-page full- 
color gatefold ad in the June issue of 
Esquire magazine, which will be on the 
stands May 7. Coordinating the cam- 
paign is Leather Industries of America, 
which is represented in two of the 
eight pages, plus the following manu- 
facturers: L. B. Evans’ Son Company, 
French, Shriner and Urner, House of 
Crosby Square, Jarman, Wall-Streeter 
and Winthrop. Cooperating retailers 
will push the campaign through retail 
ads, local publicity campaigns, and win- 
dow and store displays. 

As a special spur to retail interest, 
LIA and Esquire are offering a prize 
of two weeks’ vacation in Nassau for 
two, for the retailer who produces the 
“most imaginative, sales-inducing win- 


dow display tying in with Tropical 
Leather.” 
The Tropical Leather drive, which 


will continue through June 30, is aimed 
at increasing the sale of men’s Summer 
shoes, and extending the Summer sell- 
offset the problem of 


ing season to 
mark-downs of warm 


premature 
weather shoes. 
merchandising 


Specially prepared 


kits, containing a variety of display 
and point-of-sale material, are being 
supplied by LIA to the retail outlets 


of the six participating manufacturers. 
The kits contain novel window and 
counter cards, editorial reprints of a 
Tropical Leather layout appearing in 
the May issue of Esquire, suggested 
retail ads, window and interior dis 
plays, and other publicity and promo 
tional material. 

Coinciding with the consumer and 
trade advertising of Tropical Leather, 
men’s wear columnists and major fea- 
ture syndicates and wire services are 
now releasing picture and story lay- 
outs on Tropical Leather to more than 
1,100 newspapers in the country. 

Spokesmen for Leather Industries of 
America stress that the Tropical 
Leather campaign will be merchandised 
on an even wider scale next year and 
in succeeding years. 

[TURN TO PAGE 100, PLEASE] 
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Lincoln Road Is Mecea for Fashion-Minded 





Tour Through Miami Beach Shoe Salons Provides An Advance View 
Of What the Rest of the Nation Will Be Wearing 


Miami Beacu, FLA.—Lincoln Road, 
Miami Beach, has long been considered 
one of the three most important retail 
shopping areas in the world from a 
high style standpoint. First, the Rue 
de la Paix of Paris, then Fifth Avenue, 
New York, and third, Lincoln Road. 

Here, during the “season” fashion- 
minded visitors from 48 states and 
many foreign countries, look for the 
new, the unusual, in wearing apparel, 
and the shops along the Road are pre- 
pared to meet the demand. Perhaps at 
no other place in the world within the 
limitations of a few short blocks will 
it be possible to see so many shops 
and departments devoted to the new 
and unusual in footwear. This applies 
to shoes for the entire family, but 
mostly to shoes for women. What is 
shown here in January is what will be 
offered in northern cities five months 
later, and whatever colors and styles 
prove to be popular here during the 
season, will be the best sellers else- 
where as Summer approaches. 

Kays-Newport has featured a va- 
riety of models, both high and low 
heels, in gay colors. They have pro- 
moted a white kid pump, the vamp 
adorned with a field of multi-colored 
flowers on green metallic stems. Very 
Springlike, as is a vinylite and lucite, 
with slim etched heel and butterfly of 
rhinestones perched on the toe, A 
$22.95 number. 

Hertz-Ross, as usual, has models to 
be found nowhere else. Each is an 
exquisite jewel in leather. Allure is a 
Florentine print in delicate gold tracing 
on luster calf; $32.95. Other shoes run 
as high as $75 or more. Each shoe has 
a matching handbag. 

Barris of Lincoln Road, Inc., also 
runs to high price shoes—$75 or more. 
This season they opened a French 
salon at the Hotel Fontainebleu, where 
they have been catering to the “Who’s 
Who” of the social, sports and screen 
worlds. Mr. and Mrs. Joseph Orchow, 
who own and operate the stores, pre- 
dict the all-white shoe will be coming 
back into its proper place in the Sum- 
mer shoe picture. 

I. Miller is calling attention to im- 
portant contrasts in texture and color. 
Black patent with white stitching, or 
black patent with red calf heel at 
$38.95. The famous four-ounce Cham- 
pagne Pump, by Evins, in black calf, 
black patent or black suede at $650, or 
the same model in brown or black 
alligator, $125. An advance Summer 
model is a halter of cucumber, mango, 
mimosa, of Velluto calfskin: $24.95. 

Franklin Simon shows a vinylite with 
rhinestone-studded heel and _ instep, 
$29.95. In the $24.95 line they offer 
a flower-printed Corkette with a pic- 
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ture-window insert of pastel vinyl. Or 
in the same price bracket is a Cin- 
derella Springalator of clear, unadorned 
vinyl, its delicate heel etched in ster- 
ling-silver filigree. 

At Saks-Fifth Avenue there is a 
Candy Wishbone in multi-pastel plastic 
stripping, that offers a true “Southern 
Exposure.” There doesn’t seem to be 
much to the shoe, or to the Bubbled 
Mule in white kid with layered pastel 
heel, but both are in the $25-$30 price 
range. 

At Rothman’s Shoe Salon, where 
Andrew Geller shoes are featured, so 
new and unusual is their line that they 
featured two exclusive shoe fashion 
shows at the Eden Roc and the Bal- 
moral hotels. Mr. Stanley presented 
the shoes. All the new leathers are 
offered, with considerable emphasis on 
the opera pump. The heel is lifted and 
the toe pointed to a new height in 
fashion. Here is shown a new and very 
handsome lattice leather, a handwoven 
import, in wheat, black with white or 
white with multicolor. A smart pump, 
pointed toe and medium heel, $27.95. 

Delman has many interesting models, 
one of which is a pump with smartly 
straight cut vamp. Dove-gray calf is 
one of the new shades shown here, with 
a black band trim, $32.95. 

At Goodman’s outstanding is a crys- 
tal and jet combination, a black suede 
and vinylite. In this salon are seen 
many soft pastels; luster-pearl and 
vinylite in many styles and color com- 
binations at $29.95 Pumps, low cut, 
pointed toe, high heel, are important 
in this collection. 

Jack Shaefer has some stunning 
numbers. Outstanding is a black patent 
and red suede with rhinestones on 
buckle and breasting, $39.95. 

Gainsborough, presenting a line that 
is “as new as the car of tomorrow,” 
has many unusual items. Jewels are 
employed in unusual ways, as, for 
example, on an ankle strap, made to 
look much like a glistening bracelet. 
A gunmetal luster with carved silver 
heel or a black suede with gold carved 
heel, $45.95. 

In the Jules Schoen Shoe Salon will 
be found the season’s newest shades in 
silky soft kidskin, luster calfs and 
smooth leathers, highly styled and 
priced at $8.95 to $14.95. 

A. S. Beck has many copies of the 
more expensive shoes, and has intro- 
duced a number of smartly decorated 
heel models, duplicates of high priced 
originals, at $8.95 to $12.95. 

Ansonia Fifth Avenue has a fine 
assortment of new and stunning shoes, 
many of them embodying the high style 
features of the exclusive models also 
shown on Lincoln Road. 








Dates to Remember 


Shoe Show, Mountain States Shoe 
Travelers Association, Albany Hotel, 
Denver .... ities May 6-8 

Shoe Show, Shoe Travelers Association 
of Chicago, Morrison Hotel, Chicago 

May 6-8 

Fall Shoe Show, Boston Shoe Trovelers 

Association, Parker House, Boston 
May 6-9 

Shoe Show, Southeastern Shoe Trav- 
elers, Inc., Henry Grady, Peachtree, 
Dinkler Plaza and Piedmont Hotels, 
Atlanta May 6-9 

Fall Shoe Show, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels, 
Dallas, Tex. ... May 6-9 

Shoe Show, lowa Shoe Travelers, Hotel 
Fort Des Moines, la. May 13, 14 

Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. May 13, 14 


Fall Shoe Show, Indiana Shoe Travelers 


Association, Severin Hotel, Indiana- 
polis May 13-15 
Shoe Show, Pacific Northwest Shoe 
Travelers Association, Olympic and 
New Washington Hotels, Seattle, 
Wash. May 13-15 
Maritime Shoe Fair, Maritime Shoe 


Travelers, Nova Scotian Hotel, Hali- 


fox, N. S. May 20-22 
Milwaukee Shoe Fair, Chicago Shoe 

Travelers Association, Plankinton 

Hotel, Milwaukee May 20-23 


Fall Shoe Show, West Coast Shoe Trav- 
elers, Hotel Alexandria, Los Angeles 
May 20-23 
Fall Shoe Show, Pennsylvania Shoe Trav- 
elers Association, Hotel William 
Penn, Pittsburgh May 20, 23 
Grand Rapids Shoe Show, Michigan 
Shoe Travelers Club, Pantlind Hotel, 
Grand Rapids, Mich. May 23-25 
Shoe Show, Ohio Shoe Travelers Club, 
Deshler-Hilton Hotel, Columbus, O. 
May 27-29 
Shoe Show, Michigan Shoe Travelers 
Club, Hotel Statler, Detroit .June 2-5 
Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers, Statler and Sheraton- 
Cadillac Hotels, Detroit June 3-6 
Shoe Show, Tri-State Travelers, Hotel 
Statler, Buffalo, N. Y. June 17, 18 
Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimcre July 22-25 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 


Aug. 19-22 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, 
New York City Aug. 21, 22 


Annual Meeting, Tanners’ Council of 


America, Edgewater Beach Hotel, 
Chicago Oct. 25, 26 
National Shoe Fair, National Shoe 


Manufacturers Association and Noa- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Noyv, | 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels, 
Dallas, Tex. Nov. 11-14 
Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh Nov. 17-20 
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Headquarters for 
surplus stocks of 


top-quality, 


THE MOST 
FAMOUS BRANDS 
IN AMERICA 


All in fine condition 
All good fitters 
All types... 
novelties 
staples 


—_ Good size 
| S rt runs always 
; available 


THE NATION'S FINEST 
CANCELLATION SHOES 


women’s branded shoes. 


company, from its Miles Shoes division 
where he was vice-president and gen 
eral manager. He has also been a vice 
president and director of Melville. He 
is a recognized leader in the retail shoe 
field, having served as president of the 
National Association of Shoe Chain 
Stores. 

Melville Shoe Corporation’s operat 
ing divisions are Thom McAn Shoe 
Company with about 700 stores, Mile 
with 185 stores, J. F. McElwain with 
13 factories, and John Ward with that 
number of stores. In 1955, the net sales 
of the company were $114 million, and 
net profits after taxes were $6,354,731 

Melville is fifth in sales and third in 


WARD MELVILLE ROBERT C. ERB DAVID H. HERRMANN earnings in the shoe industry The 


New York — Directors of Melville 
Shoe Corporation elected Ward Mel- 
ville chairman of the board and Rob- 
ert C. Erb, president, at the annual 
board meeting at the company’s New 
York headquarters. Mr. Melville will 
continue to function as chief executive 
officer. J. Franklin McElwain, former 
board chairman, was named honorary 
board chairman and David W. Herr- 
mann was elected executive vice-presi- 
dent. 

Mr. Melville has been president of 
the shoe company since 1930, and asso- 
ciated with the concern founded by his 
father, the late Frank Melville, Jr., 
since 1909. Mr. Erb comes from Mel- 
ville’s manufacturing division, J. F. 
McElwain Company, where he has been 
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company has been engaged in a major 
expansion program for the past two 
years, which is still continuing. New 


president since 1946. He was also vice- 
president and a director of Melville. He 
joined the McElwain Company when it 
was founded in 1922 for the primary 
purpose of producing shoes for the 
then new Thom McAn shoe chain. Me- 
Elwain was merged with Melville in Bufferd’s Sells One Store 

1939 and became a division in 1954. 

The retiring board chairman, Mr. TORRINGTON, CONN,.—Bufferd’s Shoe 
McElwain, is a past president of the Shop at 58 Main Street, here, has been 
National Shoe Manufacturers Associ- purchased by a partnership consisting 
ation. He will continue as chairman of of David Alpern, Morris Phillips and 
the board of J. F. McElwain Company. Herman Philips, it was announced by 
Francis H. Gleason, vice-president of Samuel H. Bufferd, president of the 
J. F. McElwain, becomes president of corporation. Mr. Bufferd said another 
that company with headquarters in shop, at 44 Main Street which retail! 
Nashua, N. H. men’s and boys’ shoes and accessories, 

Mr. Herrmann advances to the top’ will remain under ownership and man 
management of Melville, the parent agement of Bufferd Corporation 


stores are being opened at the rate of 
more than one a week 














country-store atmosphere, still the oldest Cincinnati shoe 
store does bridge the gap with the self-service shoe racks 
seen above. Well-stocked shelves and bins hold the cur- 





CINCINNATI—F anger & Rampe’s Shoe 
Store has been at Pearl and Broadway 
since it was founded, about 1862. Now 
for the first time it will move to 520 
Broadway to make way for the Third 
Street Distributor, part of Cincinnati's 
Master Plan of improvement. 

The Distributor will cut through his- 
toric Pear! Street, Cincinnati’s original 
business district and its last link with 
an era of steamboats and bustling 
river trade. 

Fanger & Rampe is typical of the 
business spirit of the district. It has 
retained the country store atmosphere 
of the early river trade days, and its 
employees are proud of it. 

“After all, when it is all have 
ever known, you hate to leave,” said 
Francis X. Conlon, manager and part 
owner of Cincinnati’s oldest shoe store. 

“Now that we have made up our 
minds, we are looking forward to our 
new store,” he said, “but I don’t know 
of any location I'd trade for this one.” 

By contrast with the modern shops 
uptown there are no fancy modernistic 
displays. And no hich pressure selling. 
The pace is unhurried, friendly, warm. 
Emploves, lone in service, give a per- 
sonal stamp to the business 


you 


While Fanger & Rampe shoe men are proud of their 











Fanger & Rampe began as a hand- 
made boot shop. It served people of 
many backgrounds in those days 
from river boat gamblers to the city’s 
rich brewers. Now it specializes in 
hard-to-fit sizes. 

Records and invoices of the 
dating back to 1862 were destroyed in 
the 1937 flood—an event commemorated 
by a high water mark painted on the 
store’s facade... 79.9 feet. 

“We've had to move three times be 
cause of high water since I’ve been 
here, so another move won't bother us 
too much,” Mr. Conlon said. Of course, 
these were only temporary moves dur- 
ing emergency periods. “Despite all 
the floods and high water,” he adds, 
“we've never lost a pair of shoes.” 

And they’ve a lot of shoes—about 
24,000 pairs stocked in the store. “If 
we haven’t got ’em, we can get ‘'em,” 
says Mr. Conlon. 

Francis Conlon started with the store 
while still a high school student in 1920. 


store 


His brother, Paul, began in 1929. 
George Pfahler has been there since 
1916. John Kohsin, 1912, and Ernest 


Baur, 1916. Thirty years makes you a 
junior employe,” said Mr. Conlon. 
“The change in location isn’t going 


rent inventory ef approximately 24,000 pairs of shoes. 

The photo, right, shows John Kohsin, left, Paul Conlon and 

Ernest Baur, who have served the operation for a com- 
bined total of 120 years. 











‘ eee. 
Francis X. Conlon, manager and part- 


owner of the shoe store, displays a col- 
lection of hand-made hoots. 


to affect Fanger & Rampe much,” he 
continued. “We're going on just as we 
have in the past. I suppose all we need 
is a cracker barrel.” 

They are going to take the country 
store atmosphere, the friendly, warm 
way of doing things with them. It’s 
their way, and they like it. 





Boston—Insofar as prices and style 
trends are concerned, business booked 
at the Advance Fall Shoe Market Week 
in Boston was inconclusive, and ex- 
hibitors, while optimistic, felt that the 
bulk of orders would have to await the 
opening of the Popular Price Shoe 
Show in New York. This Boston show, 
sponsored by the New England Shoe 
and Leather Association and held dur- 
ing the second week of April, was par- 
ticipated in by more than 300 manu- 
facturers, most of them at the Hotel 
Statler, others at the Touraine and 


some in their local sales offices. 

Most of the buying, it was reported, 
was done by southern wholesale houses 
and some mail order firms. 


Chain store 
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Buyers Hold Off at Boston’s 


Advance Fall Shoe Market 


organizations held off, some because 
they were not yet ready to buy; others 
because they hoped for a better price 
later although manufacturers of me- 
dium and better grade shoes showed 
price lists calling for increases rang- 
ing from three to five per cent above 
the levels prevailing last year. 

Most of the business booked fell into 
two categories: Low priced shoes de- 
signed to retail at from $3 to $4 on 
which no price increase was asked as 
of that time; and slightly better grades 
of women’s shoes, the manufacturers 
of which sold at prices prevailing at 
the beginning of the year in order to 
obtain needed cutting to tide them over 
for a few weeks. Some of this busi- 








the fill-in variety; some 
whites for sale when that 
season opens. It was estimated that 
the total pairage booked was almost 
even with that sold at this same show 
in the Spring of 1955. 


ness was of 


included 


Buyers representing outlets operat- 
ing in the South and West reported 
that Spring business had been slightly 
better than in 1955 and that they are 
open to buy. Chains operating in the 
northeastern part of the country and 
in some parts of the Midwest have had 
to contend with bad weather conditions 


and their current inventories, there- 
fore, are high. This, however, they 
indicated, would not interfere with 


placing orders for future delivery when 
the time seems to them to be ripe. 
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White Shoes Resort Leader 
Throughout Florida, Nassau 
[CONTINUED FROM PAGE 91] 


In addition to white there was good 
demand for off-whites as well as wheat, 
beige, oyster, and other similar shades. 
Pink held up well, but lost ground to 
light blue and yellow, both of which 
sold in volume, and to turquoise, and 
aqua, which were extremely active. 
Luster calf sandals did well in flax, 
gray, and olive green and also in a 
surprising amount of red. Pig sold 
well in colors, with natural tan leading, 


Dunn & McCarthy Shows Fall Collection to Press 


New YorK—Highlights of their new 
Fall collection were presented to the 
fashion press recently by Dunn and 
McCarthy, Inc., makers of Enna Jet- 
ticks and Jett-Aire shoes. Designed by 
Hank Davidson, the shoes were fea- 
tured in three groups: spectators, elas- 
ticized types and Jett-Aires, unlined 
flexible shoes for casual wear. 

In the spectator group were walking 
pumps and sandals to wear with coun- 
try tweeds and casual suits, cashmeres 
and camel’s hair. Spectator detailing 
was at its best in the shoe called 
“Spectator,” in which perforations ac- 


cented the peaked throatline and vamp. 

In the “Elastic Group” two materials 
were featured. Elasticized fabric was 
combined with calf, suede and patent 
leather. A special group was shown 
designed for the busy club woman, 
executive or homemaker. These shoes 
combined softness, flexibility and feath 
er-light support. “Brigand,” a light 
looking ‘sandal with narrow instep 
strap, important in this group 

In Jett-Aires, fine craftmanship sug- 
gesting Italian shoemaking, offered 
soft, flexible and casual wear types in 
such styles as “Pizza” and “Caprice.” 


was 


but also in pink, blue, and gray. 

Spectators have staged a marked 
comeback and are being promoted for 
year-round wear. They have sold well 
in all combinations, white with black, 
brown or blue. Spectator handbags 
to match have also had a good ac- 
ceptance. 

Vinylites which were just making 
their way last year, have really taken 
hold and sold in volume, chiefly for 
afternoon and dressy wear. Viewed in 
over-all selling, they were probably 
the most favored type of all. There 
were many variations, but these with 
the Springolators probably had the edge 
on the sandal treatments. There were 
a lot of colored or decorated viny) 
shoes sold, but the clear vinvl in com- 
binations with other materials such as 
suede, velvet, luster leather, etc. were 
preferred. 


QUALITY 


boys’ shoes that 
give you 
STEADY PROFITS and 
STEADY CUSTOMERS! 


Brooks boys’ shoes have unique construction 
features that guarantee their long wear, fine 


fit and genuine comfort. They're espe- 


cially crafted to stand up under the 


rough use boy’s shoes receive, and 


Record Year for Straws give the kind of wear that brings 


The Italian or Continental influence 
showed up in dressy shoes in the low- 
cut shaped heel versions, both in low 
heel and higher heel stripping sandals. 
Many of these appeared in Persian and 
Indian prints. Floral vrints were also 
much in evidence in all types—in san- 
dals and pumps. 

This was also a record year for 
straws. Although last year, the Italian 
decorated types made some headway. 
they were a bit slow in catching on 
and didn’t make a particular mark. 
This year however there were lots of 
straws sold, a definite trend in this 
field. Plain natural straw sandals and 
dressy casuals were seen on the streets 
in abundance, and regular straw and 
straw cloth was widely accepted fo 
stripping sandals. Straws were a 
dominant factor in the casual end 
of the business, being accepted in low 
heel tie types, flats, and wedgies par- 
ticularly in neutral and natural colors 
with bead and embroidery trims and 
also with multi-color flower treatment. 

Heels were also an important fashion 
factor this season. There was still 
some interest shown in aluminum | 

4 


customers back! If you sell 


boys’ shoes, you owe it 
#8010 to yourself to investi- 
gate Brooks! 
Rich Burgundy soft grain leather, 
two eyelet tie, black foam wedge sole, 
leather insole, welting and quarter lining; Pacifate 
twill lining, Nylon stitching on all closing seams, Com- 


bination lost. Sized B, 4-7; C, 3-7; D, 3-7. IN-STOCK to 
retail at $6.95 te $7.95. 


GUABANTERO “RiP. 
vaoor’ NYLON 


check these \ 
unique 

features for 

longer wear 


wiot vVagieTy oF 
LOMG-LIVEO OUT SOLES 


Genuind LATHER 
QUARTER LiMinas 


“BROOKSY” 


GEMUING AMALING 
TYPt LEATHOR UPPEES 


Gtrund bathe 
soul 


Write today for 
FREE 
IN-STOCK catalog! 


~ “1-108” Geass 
MANS LOCH SOLE 


types, but favored were the crystal 
versions in carved, rhinestone studding, 
or silver filigree treatment. The 
Springolator type shoe was more ac- 
cepted than ever and gives every evi- 
dence of becoming volume. 


400 tnt wiae 


THE WILLIAM BROOKS SHOE CO.— NELSONVILLE, OHIO 
"World's largest independent manutacturer of boys’ welt shoes” 


Mids nis 
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It Takes Some of the Old Moxie to Meet Stiff Competition 


CHICAGO Representative quality 
lines and consistent personal service 
are the best methods of meeting stiff 
competition from chain stores and de- 
partment stores, 

That has been proved for a number 
of years now by the Kotz Shoe Store, 
here. 

Jacob H. Kotz this Spring, 4s cele 
brating his fiftieth year in the retail 
shoe business, His present store is ob- 
serving its twenty-third year in one 
of the city’s busy neighborhood shop- 
ping districts. 

Mr. Kotz began his retail career 
in 1906 with the Shiverick-Florsheim 
Shoe Store in Indianapolis. He per- 
formed every chore from cleaning up 
the store to selling shoes, worked from 
7 in the morning to 6 in the evening, 
six days a week, and received four dol- 
lars a week. 

The first sale he ever made was to 
James Whitcomb Riley, the poet. Later 
he sold shoes to a number of sports 
celebrities, including Oney Busch, Ty 
Cobb, and Hans Wayner, ball players, 
and Frank Gotch, well known wrestler 
of his time. 

Mr. Kotz also worked for the Felt- 
man & Curme Shoe Company and went 
to Cincinnati for the same firm. In 
1916 he was sent to Chicago to open 
the company’s State Street store. 

He opened his own business in 1921 
at 106 North Dearborn Street in a 
store space measuring only 13 by 29 
feet. He recalls that he made only one 
sale on his opening day but developed 
the store into a $100,000 business the 
first year. He operated it for a time 
as a men’s and women’s store, but later 
turned it into a men’s one-price store, 
with all shoes selling at $6 a pair. He 
opened additional stores in 1922, 1924, 
and 1925, and four additional ones in 
1926. In 1930, due to elements beyond 
his control, and at the height of the 
depression he liquidated the entire busi- 
ness. 

After being associated with Hamil- 
ton-Brown Shoe Company in St. Louis 
for a time, he opened his present store 
in 1934, as a family shoe store. The 
present store has been remodeled a 
number of times, including several ma- 
jor changes since World War II. 

The shopping community is highly 
competitive. Most of the chains are 
represented and there is a large depart- 
ment store. Mr. Kotz has concentrated 
on what he considers successful manu- 
facturers and operates completely on 
a cash basis. He sees his leneth of 
years in business in the neighborhood 
as a major favorable factor, when it 
comes to competition with the chains. 
He points out his established policies 
of fitting and service are known by cus- 
tomers through their personal experi- 
ence. 

He advertises regularly ten months 
of the year in the Chicago Daily News, 
which gives him excellent coverage, and 
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J. H, KOTZ 


pays special attention to his windows 
to see that they are kept attractive 
and changed frequently. 

The biggest difference in the retail 


shoe business today from the early 
days, Mr. Kotz observes, is that of 
style. 


“It is so different that there is no 
comparison,” he says. “The spread of 
styles presents a constant problem. 
There should be greater coordination 
between the maker and the seller on 
styles. Manufacturers should continue 
to bring new styles out, but not so 
many at a time. There are so many 
styles and colors at a time, that they 
create a problem of loss in disposing 
of odds and ends unless covered in the 
original mark-up.” 

Mr. Kotz also points out that as the 
number of shoe stores has multiplied 
the volume for each unit has spread 
and thinned out. “Operating costs have 
risen steadily in my years in the re- 
tail business. For the efforts that are 
put in the shoe business, profits are 
not commensurate. We put in a lot of 
work and effort for the profits re- 
ceived. After all, we are not inter- 
ested in sales alone.” 

He also believes it is much more dif- 
ficult for a young man to start a shoe 
business today. It is no longer possible 
to start a store on small capital, he 
points out. He recalls however, that 
when he was “just a youngster in the 
game,” he received encouragement from 
such men as Herbert Lape of Julian & 
Kokgenge. Sam Goodman of Florsheim 
Shoe Company, and John Bush, of 
Brown Shoe Company. 





Program Under Way 
For Big Shoe Drive 


New York — Active solicitation for 
funds for the proposed industry-wide 
public relations program for shoes is 
now well under way. A direct mail 
appeal has been made by the National 
Shoe Institute to 25,000 firms and in- 
dividuals connected with the shoe busi- 
ness at both manufacturing and retail 
levels. About 70 leading manufactur- 
ers and retailers have already prom- 
ised to participate. 

Manufacturers are being asked to 
contribute 8 cents per $1,000 of gross 
sales; retailers and independent whole- 
salers, 5 cents per $1,000 of gross sales, 
and manufacturer-retailers, 5 cents per 
$1,000 on retail sales in owned or con- 
trolled outlets plus 8 cents per $1,000 
of factory sales to outside accounts. 
The National Shoe Institute hopes to 
raise $200,000 in industry contributions 
to initiate the campaign, according to 
Maxey Jarman, chairman of the Board 
of Trustees of National Shoe Institute. 

In a letter accompanying the folder, 
Joseph Stern, chairman of the Finance 
Committee, said in part, “The Na- 
tional Shoe Institute’s plan, outlined in 
the brochure, shows how the shoe and 
slipper industry can reach out to every 
person in the United States in a high- 
powered intensive program of national 
promotion for every phase of the in- 
dustry. It lets us know how we can 
combine forces to make more sales at 
least cost to ourselves. It’s the oppor- 
tunity we've been waiting for. 

“For years our pairage figures have 
been tied to population figures. While 
current total volume has been good, 
we find that people are still buying just 
as few pairs as during the depression. 
Every major industry is now pitching 
as hard as it can to get a better part 
of the consumer dollar. We don’t have 
to be left behind. Here’s our chance to 
up sales, form habits of footwear-buy- 
ing, and build a solid customer need 
and desire for more pairs of footwear.” 

The brochure noted that more than 
a year of study by leaders of the in- 
dustry and its four major trade asso- 
ciations has resulted in the promotion 
plan now being proposed. It listed 
about 70 leading manufacturers and 
retailers who have already promised to 
participate in the program. 





Dalsimer’s Gets Exclusive Schiaparelli Debs Franchise 


PHILADELPHIA—S. Dalsimer & Sons, 
one of the oldest downtown family shoe 
stores in the city, has secured the ex- 
clusive franchise for Schiaparelli Debs 
in Philadelphia, it was announced by 
Murray S. Rolfe, executive vice-presi- 
dent of Dalsimer’s, 

Mr. Rolfe said the new, highly styled 
shoe designs by Madame Elsa Schiapa- 
relli, are now available to Philadelphia 
women for the first time. 








The Dalsimer collection features 
slim, slim heels in keeping with the 
trend of the new “Arrow” silhouette. 
Detailing is intricate, with collars 
across the vamp or partially etching 
a throatline with seed pearls on a vinyl 
vamp. Cutouts are subtle. The line 
also features the tapered toe, the 
pointed or flatiron vamp on all heel 
heights, strippings on a pump base and 
Spring-o-laters with glass heels. 
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Retailers Look for Sales Help from Special Supplement 


retail 
saleswise 


ANGELES—Local outlets 
are hoping for help from 
the forthcoming men’s fashion section, 
due to be published June 6 by the Los 
Angeles The newspaper is 
scheduling an “All-Year Fashions For 
Men” supplement for that date, tying 
in with “Clothing for Father’s Day” 
gifts idea. 

The supplement will be an all-out ef- 
fort, with tinted front cover picture 
of movie star Dana Andrews and his 
The newspaper uses the new ro- 


Los 


Times. 


son. 
tary press color printing process which 
gives fair chromatic rendering on color 
plates, 

Also tied in direct mail cam- 
paign, with slick paper reproductions 
of some of the lead stories and pic- 
Mailings go to around 800 re- 
manufacturers, both local 
and eastern. Fairchild Publications is 
hackire the effort, with Jack Hyde. 
West Coast editor of Men’s Wear, and 
Don Taylor of the same firm sharing 
editorial chores. 

While the newspaper supplement will 


is a 


tures, 
tailers and 





New California Shoe Fad 
Imported Directly from Japan 


Newest fad among the teenagers and 
the pre-teen set in southern California 
is the Tabi sock and shoes, imported di- 
rectly from Japan by the Minemoto Im- 
porting Company of Los Angeles. Socks 
are ankle length, of gaily colored broad- 
cloth and lined with a layer of white 
broadcloth, and made with a separate 
pocket for the big toe. To the bottom 
of the sock itself is affixed with adhesive 
a very thin rubber sole. They may be 
worn either by themselves, or with the 
thong Tabi shoe shown. Tabi shoe is 
made entirely of rubber, both thong and 
sole, and straps have an adjustment de- 
vice on the bottom. 
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concern itself with men’s clothing gen- 
erally, strong emphasis will be laid on 
the latest in shoe fashions and 
footwear retailers plan to participate. 

Slant of the fashion section will not 
be directly at men but 
rather at the ladies. 


some 


customers, 


Shoe Corporation Officers 
CoLuMBUSs, O.— These officers were 
elected at the annual directors meeting 
of the Shoe Corporation of America: 
Robert W. Schiff, president and trea- 
surer; Jack Schiff, executive vice-presi 


Conway, vice-pres! 
Oscar 


dent; Clarence E, 
dent and assistant secretary; 
L. Fleckner, secretary and 
treasurer; Ted Finkelstein, 
Herman R. Tingley, 
George 5S. 
Advisory 


assistant 
assistant 
treasurer; ASS8is 
tant secretary, and 
chairman of the Financial 
Committee 

The following were elected vice-presi 
dent Albert Schiff, Saul Schiff, Wil 
liam Schiff, Herbert H. Schiff, Morri 
Schiff, Edward E,. Schiff, 8S. Joseph 
Blatt, Earl Coplon, FE. I. Engelman, 
Clifford Falk, David Gray, Abe Jacob- 
Darrell D. Johnson, Herbert C 
Lee, Clifford Levin, Jule Mark, Osear 
Musinsky, George Nacht, Joe Zox. 


Jones, 


son, 
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THIS VALUABLE REFERENCE 
FOR STYLE BUYERS IS 
AVAILABLE 





Tanners’ Council of America: 


411 Fifth Ave., New York 16, N.Y. 


Gentlemen: 


Please send us the following: 


Men's 
FIRM 
ADDRESS 
CITY 


THE RETAILERS’ GUIDE TO 
FALL COLORS IS NOW READY 


The official swatch book specially 


rHROUCH 


Women’s and Children’s Color Cards at $1.00 each 


Color Cards at $1.00 each 


made for retailers is $1.00. 


Supply is limited. 


Each of the leathers selected 
by the Joint Committees of 
Shoe Mfrs., Retailers and Tan- 
ners for Autumn 1956 is 
shown on these cards in offi- 
cial color interpretation and 


identified by name 


One swatch book shows the 
range of Women’s and Chil- 
dren's colors. The other con- 
tains official 


Men’s shoes, Each is $1.00. 


the shades for 


Use the order form below nou 


TANNERS' COUNCIL 
of AMERICA, Inc. 





1956 


Check enclosed for $ 


STATE 
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.»- the most-wanted feature 





in outdoor footwear 
.-. the patented feature of 


ROYAL 
WORCESTER 


Insulated Leather 
Sport Boots 








Just slip on a pair of “Royal Worcesters” yourself and 


you'll see why they’ve become America’s “best buy” in outdoor 


footwear. 


Nearly a quarter-million pairs sold proves that your cus- 


tomers want the comfort, warmth and protection of “Royal 
Worcester” insulated leather boots — especially when you can 
sell them with a generous profit at way under $20. 


Smart-looking moccasin and plain toe styles for men and | 
women in 6, 8, 10 inch tops. Nationally-advertised, of course, 


and you get lots of free selling helps. 


Sold only through Jobbers — call yours today. 


WORCESTER 


SHOE COMPANY 








74 HAMMOND STREET 
WORCESTER © MASS. 








Made in Canade os “Sisman-Bushmaster Shoe” by 
T. Sisman Shoe Co. Lid, Aurore, Ontario, Conede. 


Second Milwaukee Fair This Year Set for May 20 


MILWAUKEE — A Milwaukee Shoe 
Fair, the second within a year after a 
lapse of several years, has been sched- 
uled for May 20-23 at the Plankinton 
Hote] with a large attendance of re- 
tailers expected from all of Wisconsin, 
the Upper Peninsula of Michigan and 
parts of Minnesota and Iowa. Twice 
as many exhibitors as at last Summer's 
fair is anticipated, according to B. R. 
Davis, Miracle-Tread Shoe Company, 
president of the Chicago Shoe Travelers 
Association, the sponsoring organiza- 





tion. 

Salesmen will set up their exhibitions 
on May 19, but the Fair will officially 
open Sunday evening, May 20, with a 
smorgasbord for all visitors in the 
Skyline Room. Assisting Mr. Davis in 
planning the event is Jerry Camras, of 
Parkhill Shoes, Chicago, chairman of 
the board, and Neil Shepard, secretary 
of the board, and Mrs. Grace Platt, 
office secretary of the Chicago Shoe 
Travelers, Morrison Hotel. 


Buying at Tri-State Show 
Mostly in Fill-In Variety 


BurraLo—The Tri-State Shoe Trav- 
ellers Spring show in the Hotel Stat- 
ler, here, was disappointingly small 
due to the snowstorm that blanketed 
Buffalo and its suburbs. 

The merchandise shown was attrac- 
tive, but of much the same types as 
at the February show. Much of the 
buying was done on a fill-in basis. 
There was a good demand for the 
Summer pastel shades and from the 
demand for whites an excellent Sum- 


mer’s business is anticipated in this 
type of merchandise. 
Among the novelty types in more 


demand than had been expected were 
the vinyl plastic pumps. These were 
in clear plastic as well as pastel pink 
and blue. Heels were very high and 
much glamorized with rhinestones, 
rosettes placed inside the plastic heels 
and other trims. 

Loafers and flats were in good de- 
mand among the growing girls’ foot- 
wear. These included saddles and moc- 
casins in addition to all regular types, 
in all wanted colors and in white. 

This show was mainly of women’s 
and growing girls’ merchandise, but 
in the few men’s lines shown the em- 
phasis was on casuals and loafers, 
many with crepe soles. 

All exhibitors as well as most Buf- 
falo buyers report that there was an 
excellent Easter business in patent 
leathers. Few of these were shown 
at this show but they will be brought 
back for late Summer and Fall busi 
ness. 


Marshall, Meadows, Stewart 


Shows Fall Line to Press 


New YorkK—A press showing re- 
cently of the Marshall, Meadows & 
Stewart Fall line, designed by Mar- 
garet Clark, featured several important 
new style ideas. A new 20/8 height, 
the “High Noon” heel, has been intro- 
duced on a tapered toe last. Designed 
for wear with Fall daytime clothes, it 
is considered as the wanted supplement 
to the 17/8 and 6/8 heels. Like these 
two, the 20/8 is a polished stacked heel. 

The Walking Sandal is being made 
in two opened-up patterns, on the 
“Bobbed” 17/8 heel, in brushed calf- 
skin and grainy lizard for transition 
wear to bridge the gap between real 
Fall shoes for cool weather and hot 
weather fashions looking toward Fall. 

In the 20/8 shoes, two will be spe- 
cially featured, “Sky Hawk” and 
“Mark II,” finely styled and with a cus- 
tom made look, a new interpretation of 
the spat influence is very high style. 
In the flats the “Pilgrim” with a big 
buckle has a very smart rugged look. 
Throughout the collection, silhouettes 
are streamlined and combinations of 
leather surfaces are important. Among 
the colors are Italian Pear, red and 
taupe. The “Bold Gold” group features 
gold underlays more subtle than bold. 
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Cincinnati Store Stages 
13-Window Shoe Promotion 


CINCINNATI—A thirteen-window pro- 
motion, an unusual number of windows 
to be devoted to shoes, was recently 
staged by Mabely & Carew, here. Al- 
though the bulk of the shoes were 
advance Spring and even some Summer 
styles, sales results were excellent. 

This is the second time the store 
has staged a major wihdow promotion. 
The first was last August built around 
Fall and Winter shoes. Due to its 
success, permission was granted for 
the latest series. 

Paul Loudener, women’s shoe buyer, 
reports that. early season promotion 
is definitely beneficial and brings sales. 
The entire range of windows on the 
arcade side of the store were used. 
This area receives heavy traffic, heavier 
in bad weather than good. Three win- 
dows in the suburban Plaza store in 
Price Hill were also tied jin with the 
promotion. The display included a 
representation of all brands featured 
by the department, with each window 
devoted to a different brand. An at- 
tempt was made to show the highlights 
of style and color in each, so that 
there was a good outline of the style 
picture. Some 160 shoes in all were 
shown. Two themes were stressed in 
window cards, both built about the 
“Don’t Play it Safe” idea. One theme 
urged customers to pick the most ex- 
citing shoe shape, the other the most 
exciting color. 

The response was excellent Mr. 
Loudener reports, with light colors sell- 
ing well despite the fact that the 
weather was definitely winterish. A 
number of straws also were sold. Much 
of the success of a promotion such as 
this, he points out, lies with proper 
education of the sales force. Most of 
the sales were second sales. 





Display Firm Arranges 
Windows for Shoe Retailers 


Photo shows one of a series of windows 
arranged recently by the Wichita, Kan., 
firm of Display ideas and Promotional 
Service. The square wood decor pole 
has an expansible sleeve adjusted to the 
required tension. It is painted black and 
gorlianded with Spring flowers. 
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San Francisco Chronicle Publishes Shoe Guide 


SAN FRANcIscO—The new 1956-57 
Shoe Guide has just been published by 
the San Francisco Chronicle and is 
available free to those in the trade 
who are interested. 

It lists all the brands 
San Francisco, gives a complete listing 
of all shoe retailers in the city, and 
lists the brands sold by them. 

Published for the past seven years, 
the Shoe Guide is distributed to local 
retailers and to all a. és 
and “B” hotels, for use by their guests. 

Although it has 


shoe sold in 


shoe Class 


never been adver- 


they roll.. 


tised, the consuming public has become 


increasingly aware of its usefulness, 
and requests for copies come into the 
Chronicle office throughout the year. 
Requests for the should be 
addressed to Ed Mahoney, San 
cisco Fifth and 


Streets, San Francisco, Calif. 


guide 
Fran 
Mission 


Chronicle, 


New Miles Unit in Richmond 

RICHMOND, VA.-—-A new Miles Shoe 
Store has formally opened at 1321 Hull 
Street, this city, as part of the chain’s 
major expansion in the South. 


they flex.. 


they bend... 
to follow your 
foot in action! 


Strawfut 
Black, Tan or 
Cordoba Cal; 
and Nylon Mesh 


Style and Comfort! 


One glance at these Allen-Edmopds shoes tells you 
they're mighty easy on the eyes! Your first step proves 
they’re just as easy on your feet! Cork cushioning, 
nailess construction, heel-to-toe flexibility, supple 
leathers .. . all combine to make these the most 
comfortable shoes you've ever worn, or your money 
back! We guarantee that... in writing! 
Most styles —- $24.95, 


ben bdmonds 


THE SHOE OF TOMORROW 


See phone book for your dealer 
— or order direct from: 
Ailen-Edmonds 
Belgium, Wisconsin 


This fashionable fusion, welded with consistent, conspicuous 


national advertising in the 


“right” books, and cast with your 


best potential customers will forge a greater-than-ever sales 
year in 1956. Above ad appears in: 


Esquire, June, 1956 


New Yorker, May 12, 1956 


Holiday, May, 1956 Sports Illustrated, May 7, 1956 


Ever Notice How Many Leather Experts Wear Allen-Edmonds? 
















EXCLUSIVE 


FOOT-SO-PORT 
SHOE STORE 


IS A SOUND INVESTMENT 
NOW AND A SUBSTANTIAL 
INCOME FOR YEARS TO COME 


®@ Instead of fighting for survival 
in the sea of ever-increasing com- 
petition by lowering quality and 
cutting retailers’ profits, the Muse- 
beck Shoe Company is constantly 
striving to increase the quality of 
Foot-so-Port Shoes. 


® Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
customer's dollar. Repeat sales, 
which is the backbone of the re- 
tail shoe business, is measured 
solely by the quality of the prod- 
uct and 


75% of Foot-so-Port business 


is made up of... 


REPEATS 


ONE CUSTOMER 
TELLING ANOTHER 


PRESCRIPTIONS 


. and that’s because there is no 
other shoe in America today that 
gives such satisfactory perform- 
ance, 


If success is what you are looking for, 
write today for your copy of “The In- 
side Story of Foot-so- Te 













Port Shoes” and full THE 
details concerning INSIDE STORY 
an agency in your OF 
city. There are fre- FOOT-SO-PORT 
SHOES 


quent opportunities 
for managerial posi- 
tions among dealers asian 
who own and operate several Foot-so- 
Port Stores. 


FOOT-SO-PORT SHOES 
A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 











O'Connor & Goldberg Opens New Branch 
















O'Connor & Goldberg's newest unit in Milwaukee makes a dramatic statement in 
light by means of the solid band of fluorescent illumination seen above in the rear. 


MILWAUKEE—O’Connor and Goldberg 
recently held a grand opening at the 
most recent addition to the chain at 
137 West Wisconsin Street, here. 

The new store has a modern front 
with a very large window display area. 

The interior is of ultra-modern de 
sign. The walls are completely paneled 
with imported African Bobingo. and 
the ceiling is in an off pink to blend 
with the paneling. The chairs are up 
holstered in a coral colored textured 
fabric, while the have been 
done in charcoal gray with a cross pin 
stripe of coral to coordinate. The deep 
pile rug is of dark forest green. Ac- 
cessory displays and the balcony effect 
are architectural highlights of the 
store. 

Unusual illumination is achieved by 
the use of indirect incandescent and 
fluorescent lighting. The dropped ceil- 
ing in the rear of the store is translu 


couches 





RICHARD O'CONNOR 


Richard O’Connor, vice-president and 
treasurer of the firm, will manage the 
store. O’Connor & Goldberg also has 
stores in Chicago, Evanston and Oak 





cent, with lights behind, actually il- Park, IJl., and in Hammond, Ind. The 
luminating the whole ceiling. firm was established in 1903. 
LIA Launches Biggest Summer Shoes Campaign 
[CONTINUED FROM PAGE 91] 
Furthermore, a Leather Industries Knoxville, Charleston, W. V.: Battle 


of America-Good Housekeeping shoe 
promotion has been launched in eight 
selected cities. Participating are sev- 
eral hundred shoe retailers comprising 
the most prominent dealers in these 
cities. 

“Leather Is A Family Affair” is the 
theme of the promotion based on a full- 
page, four-color ad in the April issue 
of Good Housekeeping, designed to in- 
crease sales of cuality shoes in men’s, 
women’s and children’s fields. The 
eight cities are Milwaukee, 


Detroit, 


Creek; Wichita; Mansfield and Lorain, 
QO. Several] thousand other retailers 
throughout the country have been par- 
ticipating in the promotion since 
April 1. 

All cooperating retailers have been 
supplied by Leather Industries with a 
free kit containing various display and 
point - of -sale promotional materials. 
These include hide-shaped easel counter 
cards bearing the Good Housekeeping 
of leather for the 


seal and swatches 


customers to feel. 
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High-Style Salon Remodeled 
To Provide More Seat Space 


LINCOLN, Nes.—The high-style shoe 
salon for women at Hovland-Swanson 
has been remodeled and equipped with 
new fixtures made by the Edgewood 
Furniture Company of New York to 
provide greater seating capacity and, 
at the same time, space customers fur- 
ther apart for better individual sell- 
ing. George McLaird is manager. 


The entire 50 by 50-foot selling space 
of the street floor salon has been 
carpeted wall-to-wall in rose-beige. 
Shadowboxes have been added alony 
with two new units for coordinated 
display of handbags. Redecoration 
scheme is gray with pink and black 
accents. Spotlights have been mounted 
over the handbag cases. 


A new center fixture has five chairs 
back-to-back on each side. Twenty- 
five additional chairs are located along 
the three walls. One end of the center 
fixture encases a mirrored floor column, 
with slanted fitting mirrors at the 
bottom. Other end of the fixtures has 
slanted, projecting shelves for display 
and a fitting mirror. Chairs are up- 
holstered in gray tweed. Fitting stools 
match. 


The new handbag cases have ad- 
justable glass shelving. Enclosed stor- 
age compartments below for forward 
stocks of handbags provide another 
display level. 


Stockroom surrounds the selling floor 
in a U-shaped arrangement. Three 
doorways fitted with gray curtains 
provide access to each of the three 
stockroom areas. The stockroom holds 
15,000 pairs of shoes. 


Gillman Consolidates Stores 


INDIANAPOLIS, IND. Mike Gillman 
has consolidated his Benjamin Dress 
Shoes Shop, formerly at 57 Monument 
Circle, with Gillman’s Salon Shoes, 39 
Monument Circle. 





Boston Shoe Travelers Banquet Hosts to Retailers 


Boston — Al Hogan and Howard 


Harrison, chairman and co-chairman 
respectively of the entertainment com- 
mittee of the Boston Shoe Travelers 
Association, have completed plans for 
an evening of entertainment at Blin- 
strub’s Village, South Boston night 
club, on Tuesday, May 8. 

Hosts will be members of the asso- 
ciation and guests will be retailers who 
attend the semi-annual New England 
Regional Shoe Show, sponsored by the 
association, which opens on May 6 and 
continues through May 9 at the Parker 
House, this city. Entertainment during 
the evening will consist of a cocktail 
hour beginning at 7.30, followed by a 
dinner and floor show. 

Mr. Hogan has urged the association 
membership to make early reservations 
for this affair. 

Members of the general show com- 
mittee, in addition to Mr. Hogan and 
Mr. Harrison, are A! Prudhomme, Ger- 
berich-Payne Shoe Company; Ed Sat- 
ter, Weyenberg Shoe Manufacturing 
Company; Leon Kelley, Jr., Freeman 
Shoe Corporation; Irwin Finke, Stein- 
Sulkis Shoe Co.; John Thompson, The 
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AL HOGAN 


Yankee Shoemakers; Chris Anderson, 
Curtis-Stephens-Embry Company; A. 
P. Richards, secretary- 
treasurer; and Syd Curry, chairman of 
the association’s executive committee. 
Mr. Hogan sells the line of Honeybugs, 
Inc., and Mr. Harrison represents the 
Naturalizer division of Brown Shoe 
Company. 


association 


J. M. MeDonald Store 
Holds Spring Shoe Show 
FAIRBURY, NEB. 
women’s age groups was featured in a 
style show staged here by the J. M 
McDonald Company store. Mike Howitt, 
assistant manager, took care of fitting 


Footwear for all 


the models with shoes. 

The modeling 
weeks’ baby being carried in its moth 
er’s arms. Modeling continued through 
by a bridal 


started with a_ six 


grandmothers, climaxed 
party. 

The show 
leading hotel for the 


held at the city’ 
Fairbury Junior 
Women’s Club. A_ back 
ground of Spring flowers formed the 
setting for the modeling in which shoe 
topper 


was 


Department 


were matched with dresses 


suits and formals, alone with millinery 


jewelry, gloves and handbags 





MR. RETAILER: 
DO YOU HAVE 


.00004 


IN STOCK? 





See Page 6 
















































Moccasins... 


The comfort features of the one- 
piece vomp have been tested and 
approved for over 2,000 years. Baby's 
foot is wrapped in a cradle of soft 
leather that yields and “gives” with 
the action of walking. 


PPSSA 
Room 554 
Hotel McAlpin 
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~. . first name in first shoes! 


POTVIN SHOE CO., 





© 





R. J. BROCKTON 26, MASS. 













Sees More Night Shopping and Stiff Competition Ahead 


Sr. Louis—“By 1975, consumers may 
be spending as much money in noc- 
turnal shopping as they do now in 
daylight shopping,” according to Al C. 
Kearschner, market analyst, Interna- 
tional Shoe Company, in an address 
before a St. Louis University-sponsored 
marketing seminar recently. 

“Retailers have discovered that store 
hours and the hours customers wanted 
to shop were going off in opposite direc- 
tions,” he said. One, two and three night 
openings are common in many com- 
munities, with supermarkets open every 





night. Since there are fewer shopping 
hours at night than in the day, he 
added, nocturnal shopping will call for 
faster shopping facilities, with em- 
phasis probably on drive-in selling tech- 
niques, even vending devices. 

“The parking-area concept of the 
current suburban shopping area” may 
be replaced with drive-in retailing on 
the roadside as the population further 
decentralizes, according to Mr. Kear- 
schner, who predicts that “the future 
of retailing will be one of intense com- 
petition.” 
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Winkelman’s Chain Enters 
The Shoe Business in Detroit 


Detroit—The recent acquisition of 
the six-story Russek store building 
here by the 20-year-old Detroit firm 
of Winkelman Brothers Apparel, Inc. 
marked that organization’s first entry 
into the shoe business. 

Winkelman’s, now operates 25 
women’s apparel specialty stores in 
the Detroit area and four others in 
Flint, Saginaw and Pontiac, Mich., 
and in Cleveland. 

The Russek site also marks the 
firm’s first venture into the downtown 
district and will be its largest retail 
outlet, about four times the size of any 
previous store in the chain. 

The present Russek lease runs until 
January, 1957, and no definite date has 
been set for the transfer of operations. 

Winkelman’s said it would spend 
about $500,000 on remodeling its latest 
outlet. An annual volume of about 
$28 million is projected for the new 
unit. 

Russek’s shoe department was for- 
merly operated by Adolph M. Goetz, 
now retired, in partnership with M. 
A. Mittelman, one-time president of 
the National Shoe Retailers Associa- 
tion, and later by Mr. Goetz alone. 
About nine years ago management was 
taken over by the late Joseph Goodman. 
Up to the announcement of negoti- 
ations for the transfer, the Russek shoe 
department was operated bv Rellam, 
Inc., with Mrs. Joseph Goodman and 
Edward Teschner as principals. The 
same firm will continue as lessee under 
Winkelman’s. 

Edward Woloveck, shoe buver at 
Russek’s for the past two years, will 
continue in that canacitv. 

The I. Miller Salon will be continued 
under the new arrangement. The mez- 
zanine department, which discontinued 
its budget shop operation about two 
years ago and is now devoted to cas- 


uals, flats and little heels only, will 
continue this policy. 
The salon’s featured lines include 


Evans, I. Miller, Herbert Levine. Cus- 
tom Craft and Barefoot Originals, all 
exclusive in Detroit. The mezzanine 
features Millerkins. Pappagallo’s. Deb 
Shoes, Sandler of Boston, Wedglings, 
Haymakers and Allures. 


Job Changes at Hudson’s 


Derroir—Walter Artiss, who was 
department manager for shoes at the 
J. L. Hudson’s Northland store, has 
rejoined the Basement Store in the 
downtown location, with a promotion 
as assistant buyer for casual and rub- 
ber footwear and misses’ and women’s 
shoes. 

Ross W. Crise, a buyer in Hudson’s 
men’s shoe department, was honored 
by the company for 20 years with the 
firm. 
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Obituaries 





E. Carle Shotwell 


SALEM, Mass.—Funeral services foi 
E. Carle Shotwell, president of the Hel- 
burn Thompson Leather Company, 
were held April 6 in the First Church, 
this city. Mr. Shotwell died April 3 
in Beverly Hospital, Beverly, Mass., in 
which town he made his home at 14% 
Valley Street. He was 50. 

Mr. Shotwell, who was born in Johns 
town, N. Y., was a past president of 
the Massachusetts Leather Manufaec 
turers Association, past treasurer of 
the Tanners’ Council of America, and 
was a captain in the Massachusetts Na 
tional Guard. His clubs included the 
Salem Country Club, Myopia Hunt 
Club, Manchester Yacht Club and the 
Yale Club. 

Surviving are his widow, Charlotte; 
three sons and a daughter. 


Mrs. Elta Riemer 


MILWAUKEE—Mrs. Elta Riemer, 79, 
for many years secretary-treasurer of 
the old firm of A. R. Riemer & Com- 
pany, wholesale shoe firm which was 
dissolved several years ago after many 
years’ activity, died at the Underwood 
Home here. Her husband, Alfred, who 
survives her, was president of the shoe 
firm until he dissolved the business. 

Mrs. Riemer had been prominent in 
musical and art circles and was known 
for her sketching and her harp recitals. 
She had played at the Grand Avenue 
Congregational Church of which she 
was a member 30 years. Burial ser- 
vices were held in Freeport, Il. 


Edward B. Weinstein 


CHICAGO — Edward B. Weinstein, 
president of William Greiner Company, 
tannery firm at 170 North Franklin, 
Chicago, died April 7 after a brief ill- 
ness. He was 62. 

Widely known in the leather indus- 
try, Mr. Weinstein joined the tannery 
firm in 1912 at the age of 19 and served 
the company 44 years. He was elected 
president in 1947. The firm has two 
tanneries in Chicago. 

Survivors include his widow, Bess; 
three sons, Herbert, Jerome and Dan- 
iel; a daughter, Mrs, Jeanne Barnes; a 
sister, Mrs. Bertha Kaplan, and five 
grandchildren. 


Homer E. Jolley 


St. Lovuis—Homer E. Jolley, 55, 
sales representative of Boyd-Jones Shoe 
Company, St. Louis, died of heart dis- 
ease in Kansas City, Mo., while on a 
business trip there. Mr. Jolley formerly 
was chief buyer for the shoe depart- 
ment at Scruggs, Vandervoort & 
Barney. 
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Ben R. Boyer 


MILWAUKEE—Ben R. Boyer, 69, man- 
ager of the Edwards X-Ray Shoe Store, 
here, died at St. Michael's Hospital 
after a short illness. 

Mr. Boyer had been in the shoe busi- 
was a young man, hav- 
started as a traveling sales 
representative for the Columbia Shoe 
Manufacturing Company, Sheboygan, 
Wis. For many years, until last year, 
he was manager of Benner’s Quality 
Shoe Store, but when it closed here and 


ness since he 


ing 


reopened in Hales Corners, Wis., he 
accepted the managership of the Ed- 
wards store. He was a member of the 
National Shoe Travelers Association 
and Holy Name Society of St. Thomas 
Aquinas Church, 


John Laughlin 


Sr, Louts John Laughlin died in 
St. Louis at the age of 83. Most of his 
life was devoted to the shoe industry. 
Until his retirement six years ago, he 
with Hamilton Shoe 
serving with this firm for 
16 years. He formerly a special 
representative for New York shoe man 


was connected 


Company, 
was 


ufacturers. 
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I know, Never wear anything else! These beautifully 
made shoes with a proven background of baby shoemaking 
and “mother-preference” behind them best fill the needs 
of infant feet in the four distinet stages of foot growth from 
birth to walking age, Sooner or later every mother buys 
Ideals they're the kind mothers TRUST. Be ready with 
styles like this new extremely flexible BABY PLATFORM 
SANDAL, style #9332, illustrated. Another NEW Ideal 


origination for young “trot-a-bouts”, 





Style No. 9332 


New Platform Sandal. Ideal 
for play wear, White, Brown 
or Red Elk with baby 
wedge heels Adjustable vamp 
wrap. Medium. Iilustrated 


7) WEST 35TH STREET 
NEW YORK,NY 


MRS. vars Ydeal BABY SHOE CO., INC. 


DANVERS, MASSACHUSETTS 


1070 MERCHANDISE MART 


CHICAGO 54, ILLINOIS DAUAS, TEAAS 
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The Cool “Cushiony” COMFORT 
of Scott's SPUN FOAM 
INSOLES 


MEANS BIGGER 
SUMMER PROFITS 
FOR YOU! 


Here's the easiest-to-sell item in 
your store .. . because your cus- 
tomers like the feeling of sure- 
ness and cushiony comfort they 
get from SCOTT'S SPUN FOAM 
INSOLES! 

You'll like the fine margin of 
profit in this item, too! An at- 
tractive counter display is avail- 
able with orders of three dozen 
or more. Available in men's and 
ladies’ sizes. Order by stock num- 
ber 702. 

$4.50 Doz. Prs. $51.30 Gross Prs. 
Also available in a CHLOROPHYLL 
impregnated insole. Stock No. 70! 


$5.20 Doz. Prs. $59.30 Gross Prs. 


SCOTT 


FOOT APPLIANCE CO. 


$701 WEBSTER ST. © OMAHA, NEBR 





WRITE FOR OUR 
COMPLETE CATALOG 





The utility leather for 
dress shoes. Chrome tanned. 


IVORY 











ARMOUR LEATHER CO. 


CHICAGO BOSTON NEW YORK 




















Chicago Travelers Observing 50th Year 





Officers and directors of the Shoe Travelers’ Association of Chicago, who are 
making plans for the fiftieth anniversary celebration of the group during the 
Chicago Shoe Show, May 6-9, at the Morrison Hotel. Standing, left to right, are 
George E. Hansen, Leonard J. MacGregor, Neil Shepard, secretary and treasurer, 
and Joseph L. Feldman. Seated: Harry Bauer, B. R. Davis, president, and Ira Mack. 


2. FINE BRANDS... 


.-.- 60 FINE STYLES 


IN THESE 2 FINE LINES 
Retailing Profitably At Popular Prices 


HOES S. 


Goodyear Welts IN-STOCK 


for Immediate Delivery 
ORDERS SHIPPED PROMPTLY 
Write for “CO 


A. S. KREIDER SHOE MFG. C 


ELIZABETHTOWN PENNSYLVANIA 
Goodyear Welt Shoe Makers for Three Generations of American Bovs 
WE MANUFACTURE ONLY—AND DO NOT COMPETE WITH OUR CUSTOMERS 





tomer. 

The “map sign” is suspended on the 
wall of the Kiamy store directly over 
the entrance and consists of a palette- 
shaped panel, in dusty rose, eight feet 
wide by four feet high. Strips of white 
molding, nailed at a perspective angle, 
formed the major downtown shopping 
avenues in the Arizona capital, while 
the shoe stores themselves are outlined 
in blocks of wood finished in various 
colors, touched up with miniature flags. 

Lettering on the sign points out, “If 
You Have Not Found What You 
Wanted Here—Try One of the Other 
Fine Shoe Salons in Downtown Phoe- 
nix.” Stores whose location is clearly 
detailed on the map include Korrick’s, 
Hanny’s, Goldwaters, David’s Shoes, 
Porter’s, ete. Included are several 
smart specialty apparel shops in both 
men’s and women’s fields. 

The sign has been a source of good 
will since it was first put up, according 
to Phil Kiamy. Not only has it tended 
toward friendly, reciprocal relations 
between the shoe stores, but most cus- 
tomers are either amused or pleased 





J ] ‘ * a . 

Map Shows Customers Competitors’ Locations 
PHOENIX, ARIZ. After customers the big shoe center at First and Monroe 
Streets in downtown Phoenix, developed 
to the location of the sign as a “salute” to the spirit of 
other leading downtown shoe stores friendly competition and thus recom- 


could not be fitted for one reason or 
another, a “map” 


by the fact that the Kiamy store thus 
turnishes directions. With completely 
disarming frankness, every Kiamy 
salesperson recommends one or more 
of the competing stores mapped on the 
wall sign where the customer has asked 


was provided in a wall sign at Kiamy mend their customers to any of eight for a specific fashion, price range, or 
y g I » I ge, 


Shoe Company, here. 
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other leading shoe stores in the area color, which is unaccountably not in 
rhi mo wi » . . rs . ° . 
Philip and Joffre Kiamy, owners of where Kiamy could not please the cus- stock in the big Kiamy store. 
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SHOE CO., 1328 Broadway, 


$3.99, 


New York 1 ° Factories: Honesdale, Pa. in Canada: 





SALESMEN NEED 





shoe 


comfortable fitting by using Trons. 


134-E S. Aurora St. 





HOT WEATHER-BARE FEET AND SHOE 


® 


The DISPOSABLE try-on socks 


With hot weather coming, smart 
salesmen are protecting 
their merchandise AND giving their try-on customers a more 


They're inexpensive, easy to handle, and satisfy your cus- 
tomers. Order from your jobber, or send for a free sample. 


D & K COMPANY, INC. 
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Canada West Shoe Co., Winnipeg 
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Fair-Traded 
East of the 
Mississippi 











Ithaca, N. Y. Hollywood Shoe 
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s New 





‘Old Pals’ Now Packaged 
In Bright New Shoe Box 


New York—All shoes in its “Old 
Pals” line will be packaged in a new 
gift box this year, it was announced 
by Abraham Weinman, executive head 
of the Five Star Footwear Company, 
specializing in children’s footwear. 


space, resulted in a shoebox featuring 
a colored jig-saw puzzle map of the 
United States in brilliant colors. 





Kickerinos Boot Features 
Genuine Mink Collar 








Five Star Footwear Company will pack- 
age all shoes in its "Old Pals” line in 
the colorful shoe box, above, which fea- 
tures a jig-saw puzzle map of the U. S. 


Research directed toward finding an 
item that would acquaint more con- 
sumers with the line, provide an edu- 
cational toy and a premium item and 
still take up not too much retailers’ 
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Genuine mink collars this new Alaskan 
over-the-stocking suede boot of Kick- 
erinos, Milwaukee. The boot is rapidly 
gaining acceptance by a high-fashion- 
minded clientele. Noma is its name. It 
retails for about $25 and is made to go 
shopping, calling and for other daytime 
wear, blending with all fur or fur- 
trimmed coats and mink accessories. 


. Sani- white 


































HOLLYWOOD 





‘SELLING P WHITE 
SHOE CLEANER IN THE NATION!! 





Will Appear Every 
Week in 1056 in 


LIFE 


Also advertised in 
Saturday Eve. Post, Look, 
R.N., Parents, Parade, 


verywoman's, 

This Week, MeCali’s, 

Baby Care and ethers. 
Magasines and Loca! 


"Coast o-Coast. 


Polish, inc., Richmond Hill 19, N. Y. 








Fullenweider Shoe Buyer 
For Joske’s Gulfgate Store 


HOUSTON, TEX. 
weider has been named buyer of shoes 
for Joske’s of Houston's 


Russell Fullen 


Gulfgate store, 


new Allied department store to be 
opened in Houston in August, 1956, 
James H. Keenan, general manager, 
announced, Mr. Fullenweider will buy 
shoes for the men’s, women’s and 
children’s departments 

He was buyer of shoes for the Wie 
boldt Stores in Chicago for 11 years 
He resigned in 1952 to join the Korn 
bluh Shoe Company, which operate 
the shoe departments in the 10 Meyer 
sros. White House stores in Houston 
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BRANDED 
JOBS 


Hotel Piedmont, Atlanta, Ga. 
May 6-9, Parlor E 


Hotel Adolphus, Dallas, Texas 
May 6-9, Room 737 
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One of America’s Fitiest Resources for 


* SAMPLES. 


* CANCELLATIC 


Branded Shoes- first quality 
from outstanding makers 
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Bargain Basements 


iBARIS 


THE NATION’S FINEST 
CANCELLATION itt 
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About Shoe People 





Leon Jacobson, owner of the Regent 
Boot Shop in Bridgeport, Conn., since 
1923, has retired from the shoe busi- 
ness. Between 1911 and 1923, Mr. 
Jacobson was in partnership under the 
firm name of Schneider & Jacobson in 
Bridgeport. 

> + * 

A change in the managership of the 
Holiday Shoe Store in Roanoke, Va., 
has been announced, 

Raymond Taylor, 
past three years, 
manager of the 


manager for the 
was promoted to 
Cincinnati Holiday 
branch. He is succeeded by Jack 
Armstrong, Holiday’s assistant man- 
ager in Dayton, O. 

Mr. Taylor, worked with the John 
Irving Shoe Corporation in Louisville 
and Lexington, Ky., and Columbus, O., 
before joining Holiday four years ago 
as assistant manager in his hometown. 


Originally from Toledo, Mr. Arm- 
strong left the retail haberdashery 
business 18 months ago to take the 


Dayton position, 
* + + 

Claus Kruse, 77, is celebrating his 

golden anniversary in the shoe business 

in Audubon, Ia. In 1906 Mr. Kruse 

came from Clifton to work in a shoe 

store operated by his brother-in-law, 
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the late P. A. Rasmussen, and Mr. 
Kruse has been in the same store, at 
the same location, ever since. 


Aside from shoe retailing, Mr. Kruse 
can also don an apron and stitch up a 
pair of soles as neatly as any cobbler. 
When he first came to Audubon, the 
shoe store contained a shoe repair shop. 
The equipment is still intact in a back 
room and Mr. Kruse occasionally does 
a little work there. 

He purchased the store in 1938 and 
operates it now with the help of his 
wife. He came to America from Ger- 
many at the age of 4 and is the oldest 
active business man in Audubon. 

* + * 

The surprise appearance of a college 
chum he had not seen in 17 years was 
one of the many surprise items con- 
tributing to an evening of festivities 
at a recent testimonial dinner at the 
Waldorf-Astoria Hotel given Samuel 
Levin by his many friends in the shoe 
industry. 

* * + 

L. 8. Ayers & Company, Indianapolis, 
announced the following personnel 
changes. James Houk, who has been 
buyer of women’s shoes, slippers and 
play shoes, will devote his full time as 
a buyer of women’s shoes. Francis 








Dankelman, who has been leather goods 
buyer, will now serve as buyer of 
women’s slippers, play shoes, and 
women’s inexpensive shoes. Mrs. Caro- 
lyn LaVanchy, assistant buyer in 
leather goods, has been named buyer. 

- * + 

Robert W. Stephens, formerly man- 
ager of Kirby’s Shoe Stores in Eureka 
and Oroville, Calif., is the new manager 
of the Monterey store at 400 Alverado 
Street. 

* ~ * 

Whitney Rouly, associated for the 
past eight of his 20 years in the shoe 
business with Raab’s self-service store 
in Fullerton, Calif., has opened his own 
family shoe store at 110 West Chapman 


Street in Orange, Calif., under the 
name of Rouly Shoe Store. 
” * * 
Richard O. Motsay was appointed 


manager of Dr. Scholl’s Foot Comfort 


Shop at 326 North Charles Street in 
Baltimore. He has been with the com- 
pany for more than 10 years and 


assisted in opening the Baltimore shop 
in 1946. Mr. Motsay was recently trans- 
ferred back to Baltimore from Roches- 


ter, N. Y., where he serves as sales 
manager for Scholl. 
+ ” oF 
E. W. Thuli, well-known Pacific 


Coast salesman, was a guest of retailer 
Charles L. Day recently. They have 
formed the T & D Company, importing 
shoe horns from abroad. 
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Murray’s Red Cross Shoe Stores, 
operated by Murray Kantor, has opened 
a new unit at 1240 Fulton Street, 
Fresno, Calif. The store has been re- 
modeled and redecorated to tie-in 
with the California trend. Morton 
Shurkin, general manager of the 
southern California chain, has named 
M. E. Hastings, formerly manager of 
the Santa Ana unit, to head the new 
Fresno store. 


Sam Wahl, who operates Wahl’s Slip- 

per Shops in Paducah, Ky., Honesboro, 
Ark. and Jackson, Tenn., has been 
elected chairman of the downtown re- 
tail merchants division of the Jackson- 
Madison County Chamber of Commerce. 
* a * 
This year marks the tenth anniver- 
sary for Mr. and Mrs. Everett Garden 
in the shoe business and the fourth 
anniversary of Garden’s Bootery in 
Corning, la. It has been pretty much 
a full time affair for both since they 
started selling footwear at Minden, 
Neb., in 1946. Mr. Garden’s switch to 
shoes after 21 years with the Cudahy 
Packing Company was not his first ex- 
perience in footwear. He worked in a 
shoe store in Quincy, Ill., while attend- 
ing a business school there. 


* aa a 





Don Zeller, of Denver, has succeeded 
Jack Perchang as manager of the re- 
modeied Feltman & Curme Shoe Store, 
33 West Adams in Phoenix, Ariz. Mr. 
Perchang resigned. Mr. Zeller has had 
eight years experience in the shoe 
business, having worked in Spokane, 
Portland and Oakland before coming 


to Denver. 
* + * 





Simon S. Arlen, associated with the 
Shoe Corporation of America for 27 
years, has returned as manager of 
Whitney’s Shoes, 141 Genesee Street, 
Utica, N. Y. Mr. Arlen was manager of 
the shoe department conducted by the 
corporation in the Boston Store in 
Utica for many years before he entered 
the armed forces in 1944, 


* a + 


Nat Slepyan, who owns The Guar- 
antee Shoe Store at Twentieth and 
Chester Avenue, Bakersfield, Calif., is 
opening another unit under the same 
name at 215 North Main Street, Porter- 


ville, Calif., and has installed Dick 
Hayworth as manager. 
7 © * 


Frank I. Sicoli, who has been as- 
sociated with The Coward Shoe for 27 
years, has been made manager of that 
company’s new store at 490 Summer 
Street, Stamford, Conn. Prior to this 
assignment, Mr. Sicoli was with the 
Coward store at 2440 Grand Concourse, 
Bronx, New York. 

> * * 

Phil Chapman, buyer for Dunham 
Brothers Company, well known Brattle- 
boro, Vt., footwear wholeszlers, has 
been elected president of the Brattle- 
boro Rotary Club. He has been active 
in several of the club’s projects, among 
which one of the most recent was the 
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installation of a ski tow at Brattle- 
boro’s new Living Memorial Park. 
” * . 

Claude Prusso has opened a ladies’ 
shoe store at 16230 Paramount Boule- 
vard, Paramount, Calif., under the 
name Claude’s Shoes. Al Kendrick, who 
was with Edison Company for the past 
five-and-a-half years, is manager. 

* ” * 

Martin Hafters of Hafter’s Sample 
Shoes Accessories in Syracuse, N. Y., 
has returned from a two-year hitch in 
the Army and 18 months overseas. He 
will take full charge of the store, and 
beside acting as manager, will also be 
responsible for buying. 
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MAKERS OF FOOT DEFENDER 





building a sound, profitable business on Miller BARE- 
FOOT FREEDOM shoes — you've missed something — 
why not get complete information today? 


SATISFIED REPEAT CUSTOMERS 
PLATTOE LAST 


3730—The JOY Tie 


MILLER SHOE CO." ~: 


SHOES FOR BAREFOOT 
Manufactured Under 





George J. Cuskey, for 20 years with 
the Bennett & Tracy Shoe Store of 
Auburn, N. Y., has left to operate his 
unde 
Shoe 


own business at 6 State Street, 
the name, Auburn Correct-Last 
Store, specializing in Walking Shoes, 
Foot Health Shoes, Custom Shoes and 
Surgical Shoes. 

After 41 years of shoe retailing in 
Kokomo, Ind., Lester H, Lantz is quit- 
ting at least for a year. He owned the 
shoe department of the Carl-Ann Shop 
for 21 years. When the 
damaged by fire a few weeks 
decided to dispose of his stock and to 


store Was 


ago, he 


withdraw from business for a time, 
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NO MARKDOWNS 


Kantscuff Heel 


White nylon lace vamp. White 
kid tip, quarter, tongue and 
facing. Six eyelet tie. 


SIZES IN STOCK 
AAAA 7 to 10 
AAA 6 to 10 
AA 5'/, to 10 


AS 
6 4/, to 
Cc #/, to 10 


D& to 10 
—E& to 9 


Also available in 
Coffee frost- 


Style 3728 
Black—Style 3718 
Biue—Style 3727 
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TO DUNHAM’S RUGGARDS® 
for the features 

your customers want! 

@ Vul-Cork Soles! 

@ Sylflex-tanned Leather Uppers! 

© Barbour Stormwelt! 

© Goodyear Welt! 

@ and all the other “signs 

of quality” that make 

Dunham's Ruggards 
outstanding! 










Iiustrated is #7425 


only *6.65! 


Trade Literature 


Shows How To Stimulate 
Sales by Classified Ads 


PELHAM, N, Y.—Those little classi- 
fied ads at the back of your local paper 
are inexpensive out of all proportion 
to the quantity, loyalty and affection of 
their readers, according to the H. K. 
Simon Ad Agency. 

The new Simon manual, “How to 
Double Your Business with Inexpensive 
Classified Ads,” contains reproductions 
of tiny newspaper classifieds that are 
producing volume business. 


The manual is offered on a two 
weeks’ free inspection basis. Copies 
may be obtained from H. K. Simon 


Pelham, N, 
are available on 


Y., Dept. 527. 
ety 


Company, 
Further details 
quest. 


Compo Folder Reports 
Growth, Product Diversity 


Boston—The growth of the Compo 


Chemical Company, from a relatively 
small operation turning out adhesives 
for use in the shoemaking process, to 
one currently serving many industries 
with protective and decorative coatings, 
laminants, 


primers and high-strength 
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FOR THE | BEST IN WORK SHOES! 
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BROTHERS 


on the 


adhesives, is interestingly pictured in 
a two-color folder just off the press. 
The company, a subsidiary of the 
Compo Shoe Machinery Corporation, 
has its general offices in Boston and 
manufacturing plant in Mansfield, 
Mass. 

Titled, “Chemical Research Today 
Produces Better Living for Tomor- 
row,” the folder pictures some of the 
steps taken in research and develop- 
ment, manufacturing and quality con- 
trol, as well as typical applications. 
Listed among the company’s products, 
in addition to adhesives, are basic 
nitrocellulose solutions for coating 
paper, cloth and for lacquer manufac- 
ture numerous other applica- 
tions. 


among 


Second Baker’s in Fort Wayne 

St. Louts—A second Baker’s 
Store in Fort Wayne, Ind. was opened 
April 18 by Edison Brothers Stores, 
Inc. Located in the Southgate Shop- 
ping Center, the shoe operation is next 
the J. C. Penney Company, 


door to 


principal tenant in the shopping center. 


The L-shaped building has a 30-foot 
front and an overall depth of 150 feet. 
The single selling floor is supplemented 
by a basement area for stock. The 
facade is of structural glass, with an 
overhanging canopy of aluminum. 

Franklin Wyncoop, formerly assis- 
tant manager of the downtown Fort 
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One pair—or another 3 ¥2 MILLION pairs— 
from now, no retailer will E 
ever have to take 


1¢ in markdowns 
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To Be Sure of the 
TOPS in Quality Soles! 
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You'll find this famous label on 
the soles of most of Dunham's 
better-quality work shoes. It’s 
your “guarantee” of extra wears 
— extra value! “@ 
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Wayne store at 906 South Calhoun 
Street, was promoted to the manage- 
ment of the new store. Bert T. Oglesby, 
will be the regional manager in charge. 


Letters 
to the 
Recorder 


Co-op Advertising 
Vital Says Ad Man 
Editor, Boot AND SHOE RECORDER: 

While leafing through the April Ist 
issue of Boot AND SHOE RECORDER, I 
came across your article on “Coopera- 
tive Advertising.” 

I would like to congratulate you on 
this very fine and concise article that 
states both very contro- 
versial issue. 

As an agency handling a line of na- 
tionally advertised women’s shoes, we 
are very much concerned with this 
vital question. Your article certainly 
helped clarify our thinking. 

Congratulations again on a 
timely and fine article. 

Cordially, 
George N. Kahn, President, 
George N. Kahn Company, Inc., 
New York City 
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Motion Shoe Displays at St. Louis Airport 





One of the leased display-space cases in the newly-opened airport terminal 


building in St. Louis. 


Motion is mandatory in all displays. 


In the one above, 


leased by Brown Shoe Company, motion is provided by the center plaque, which 
moves over its brass base. 


Sr. Louis Three shoe manufac- 
turers have leased display space in the 
new St. Louis municipal airport ter- 
minal building recently opened. 
Free-standing, 
nets placed along principal traffic lanes 
inside the building have been leased 
by Brown Shoe Company, International 
Shoe Company and Johnson-Stephens 
& Shinkle Shoe Company for display. 
Johnson-Stephens & Shinkle feature 
their Rhythm 


glass-enclosed cabi- 


Steps atop three re- 
volving cylinders, one displaying a 
casual, one a tailored pump and one 


an evening sandal. A border of four- 
hy-eight-inch colored slides, back- 
lighted, shows details of shoe construc- 
tion. A telephone, mounted on the out- 
side of the display case, invites pas- 
sersby to listen to a transcribed mes 
sage, which names two St. Louis stores 
carrying the brand. 

According to T. R. Collins, Jr., ad 
vertising director of Johnson-Stephens 
& Shinkle, more than 4,000 persons 
lifted the telephone receiver and heard 
the message in the first five days that 
the airport termina! was open. He 
estimates that more than a half-million 
persons will listen annually, with one- 
third of this number potential buyers. 
Mr. said the airport 


Collins display 


may prove to be important promotion, 
includes color, 


since it motion, sound 
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coordination. 
its 


and elements of fashion 

Brown Shoe 
brand name 
rods topped with each brands insignia 


Company features 


shoes mounted on brass 
in color. Motion is provided by a center 
plaque which moves over the surface 
of its 


International 


base. 
Shoe 


play case, located near the main ter 


brass 
Company’s di 
minal entrance, encloses several tier 
of shoes for the current 


their 


season, a tem 


porary display while permanent 
one is being constructed. 


A display case has also been leased 


by Edisou Brothers Stores, Inc 

Each shoe company has taken a 
three-year lease on its space, with 
Lynch, Hart and Stockton Advertising 


Company, Clayton, Mo., handling the 
transactions. Motion within the cabinet 


is mandatory. 





THE SHOE TRAVELER 
A Study in Print 
by Stanley Moss 


The first definitive study of the 
shoe traveler ever made: who he 
is, what he does, his problems, his 
future. 

Read this informative series of 
articles in BOOT AND SHOE 
RECORDER, beginning with the 
JUNE 1, ISSUE. 






Peirce Wins President’s Cup 
At Tanners’ Golf Tournament 


Boca RATON, FLA.—The 
Trophy, symbolizing the best net score 
for 36 holes at the annual golf tourna 
ment held in connection with the Tan 
ners’ Council’s thirty-sixth annual 
Spring meeting, was awarded to Ear! 
L. Peirce, A. F. Gallun & Sons Cor 
poration. 


President's 


Low gross prize winner was Howard 
Neale, Jr., Garden State Tanning, Inc 
Mrs. J. W. Nicolls won the trophy for 
low gross for 36 holes in the women’s 
event. Mrs. D. E. Rose won the low 
net prize for 36 holes. 

E. W. Drew, International Shoe Com 


pany, was runnerup for low net for 
36 holes. Palmer Kreutz, Chicago Hide 
and Skin Corporation, was runnerup 


for low gross for 36 holes 

In the first day’s play, the low net 
prize went to Leon J. Roversi, Jr., Tup 
man-Thurlow Company, Inc.; the low 
to D. E. Rose, of D. E. Rose & 
Company. Most 7s were scored by Isa 
dore H. Brodsky, Philadelphia Hide 


Corporation, 


gross 


In the second day’s play Stephen A. 


Stack, of Surpass Leather Company 
won the low net prize and Richard 
jJernheim, R. Neumann & Company, the 
low gross award, Most 7s the second 


day were scored by J. F. Dockum, of 
Pittsburgh. 

high net, 
Day Gormley) 
36 hole 


Ame 


Remaining winners were, 
36 holes, J. W. Nicolls, 
Leather Company; high gross, 
Laird H. Simons, Jr., William 
Company. 

In the 
holes, first day, Mrs 
John Flynn & Sons; 
second day, Mrs. David 
Leather 
holes, first 
Split 
second day, Mr 
Leather 


events: low net, 18 


Michael F 


net, 


women’ 

Flynn 
18 hole 
Fer 


Inc 4 low net, 


low 
Fermon, 
mon Company, 

day, Mrs. Gus 
Corporation; low net, 
Stephen A 


Company 


nine Sokol 
Genera! 
nine holes, 
Stack, 


Surpas 


Laconians Appoints Nahmias 

LACONIA, N. H 
has been appointed sales representative 
Ohio Kentucky for 


shoes for children and teen 


Sam D. Nahmia 


in Indiana, and 
Laconians 
age girls, according to an announcement 
here by Matthew Gronfein, 
ager of Shoes 
Ine. 

Mr. Nahmias has previously 
sented the M, J. Saks Company and 
Parkhill Shoes of Fitchburg, Mass. He 
will operate out of Indianapolis, Ind., 
he has his 


ales man 


Laconian Corporation, 


repre 


where home 





Son of Late Sam Beeson 
Successor for Enna Jettick 


New York The appointment of 
Glen C. Beeson as sales representative 
for Enna Jettick Shoes in southern 
California has been announced by Jack 
T. Gorman, vice-president and general 
sales manager of Dunn and McCarthy, 
Inc., Auburn, N. Y. 


GLEN C. BEESON 


When the late Sam A. Beeson was 
taken ill several months ago, Glen, who 
had formerly been associated with his 
father in the Enna Jettick office in the 
Haas Building in Los Angeles, resumed 
his activities in connection with Enna 
Jettick shoes. As his father’s health 
forced him to become progressively less 
active, he gradually assumed the full 
responsibility of looking after Enna 
Jettick affairs in this territory. 

He will continue to maintain office 
headquarters at 720 Haas Building, 
Los Angeles, 


E-J’s High-Style Sales Rise, 
But Competition Remains Stiff 


JOHNSON CiTy, N. Y.—Sales of high- 
style women’s shoes at Endicott-John- 
son Corporation rose 12 per cent this 
past season, according to Howard Baer, 
women’s merchandise manager. 

However, the company faces stiff 
competition in the women’s fine foot- 
wear field, Ira Knapp, assistant gen- 
eral manager, said. Sometimes Endi- 
cott-Johnson finds it necessary to take 
a loss of 25 to 40 cents a pair on shoes. 

This is done to meet competition and 
boost volume. Mr. Knapp was super- 
intendent of the McKay factory until 
three years ago. 

Average age of Endicott-Johnson 
Corporation employes is almost 48 
years, Charles F. Johnson, Jr., presi- 
dent, told retiring workers at a dinner. 

He pointed out that this age is far 
higher than the average in American 
industry. 

“This business,” he said, “is built on 
kindly treatment, on friendliness, on 
tolerance and understanding. I hon- 
estly believe that nowhere else in the 
world are retired people in as com- 
fortable circumstances as our retirees 
in this valley.” 
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International Announces New 
Post for Norfleet H. Rand 


Str. Lovuis—Norfleet H. Rand will 
have general charge of all shoe manu- 
facturing and shoe merchandising at 
International Shoe Company, Henry 
H. Rand, president, announced re- 
cently. 

Norfleet Rand has for many years 


NORFLEET H. RAND 


been closely associated with the mer- 
chandising and production of shoes. 
He started with International in 1935 
sorting upper leather, and has since 
served in various capacities, recently 
as manager of upper leather procure- 
ment and supply. 

He is a director of the American 
Investment Company of Illinois, as 
well as Mercantile Trust Company of 
St. Louis. He serves as president of 
the Big Brothers Organization of St. 
Louis and is a member of the execu- 
tive board, St. Louis Council, Boy 
Scouts of America. 

Mr. Rand, who is also a director of 
International, will make his headquar- 
ters in the company’s general offices in 
St. Louis. 


Operations Begun in Former 
International Shoe Factory 


Newport, N. H. — The Newport 
Manufacturing Company, a new shoe 
manufacturing firm headed by Peter 
Laganas, whose family operates the 
Chris Laganas and Middlesex Shoe 
Companies in Lowell, Mass., has 
started the production of young men’s 
and boys’ shoes in the former Interna- 
tional Shoe Company factory here. 

The building was leased from the 
town of Newport, which acquired it as 
an outright gift when International 
Shoe ceased operations here. 

The new firm began cutting opera- 
tions April 5, Mr. Laganas said, and 
expected to be in full-scale production 
by April 18. The first shipment of 
shoes was scheduled for April 25. 

Mr. Laganas did not estimate the 
number of workers to be employed at 
the plant eventually, but said produc- 
tion would be 400 dozen pairs daily. 

Raymond Murphy of Manchester is 
superintendent of the factory. 


Marks Assigned to Chicago 
By Friedman-Shelby 


Str. Louis—Lester V. Marks has been 
appointed Chicago area sales represen- 
tative for Friedman-Shelby division of 
International Shoe Company, succeed- 
ing Ralph Heck who was recently 
named eastern sales manager for the 
Friedman-Shelby men’s and boys’ di- 


LESTER V. MARKS 


vision, the company said recently. 

Mr. Marks, whose shoe 
covers both retailing and manufactur- 
ing, traveled Indiana and Illinois for 
the W. B. Coon Company and prior to 
this was with L. V. Marks and Sons. 
A member of the Indiana Shoe Trav- 
elers Association, Mr. Marks will make 
Chicago his headquarters. He _ will 
carry the John C. Roberts and Kings- 
way lines in metropolitan Chicago, in 
cluding Lake County, Ind. 


experience 


Robert Hancock to Cover 
Detroit for Tyer Rubber 


ANDOVER, Mass. — Tyer Rubber 
Company, manufacturer of rubber 
and canvas footwear, announced the 
appointment of Robert I. Hancock of 
Livonia as sales representative for 
the Detroit and Wayne County area. 


ROBERT |. HANCOCK 


Prior to joining the company, Mr. 
Hancock represented two other foot- 
wear firms. He attended Wayne Uni- 
versity. He served with U. S. Army’s 
Second Infantry Division. 
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Boston Boot and Shoe Club 
Elects Shea President 
BostoN—Francis L. Shea, vice-presi- 
dent of the Barbour Welting Company, 
of Brockton, was elected president of 
the Boston Boot and Shoe Club at that 
organization’s sixty-seventh annual 





FRANCIS L. SHEA 


meeting held at the Hotel Statler here. 
Mr. Shea previously had been one of 
the three vice-presidents of the club 
and chairman of the committee in 
charge of the annual golf tournaments. 
This year’s tournament, it was an 
nounced, will be held June 12 at the 
Wollaston Golf Club. 

As president, Mr. Shea _ succeeds 


Charles W. Sweeney who was made 
a member of the executive committee. 
Succeeding Mr. Shea as vice-president 
is C. Russell Cavanaugh. Two other 
vice-presidents, Irwin Katz and Wal- 
lace J. McGrath, were reelected, as 
were John E. Daniels as treasurer, and 
Maxwell Field, as secretary. 

Members of the newly named execu- 
tive committee, in addition to Mr. 
Cavanaugh, are Harold E. Booma, 
John J. Cooney, Harvey B. Evans, 
George E. Hamel, J. L. Larkin, Fred- 
erick J, Leviseur, Hector E. Lynch III, 
Daniel J. Mathews, C. Harvey Moore, 
J. William Nicolls, Arthur E. Pfeiffer, 
Jack Sandler and Charles Slosberg. 

Guest speaker was Frankie Frisch, 
former National League infielder and 
a member of Baseball’s Hall of Fame. 


‘Leatherfoam’ Rights Bought 


SoutH BEND, IND.—Leo Mahowald 
and his son Robert, co-owners of the 
Mahowald Luggage store, have bought 
the name, patent, and manufacturing 
rights for “Leatherfoam,” a canned 
leather conditioner designed to clean, 
lubricate and polish leather in one ap- 
plication. The name of the new com- 
pany is Leatherfoam, Inc. It was orig- 
inally owned by the Graton & Knight 
Company of Worcester, Mass. The 
product is now made and canned by 
the Continental Filling Corporation of 
Hobart, Ind. 


Dunham Brothers Telecasts 
Show Plugging Red Ball Jets 





George D. Mason, right, vice-president 
of Dunham Brothers Company, congrat- 
ulates Bob Emery at the opening tele- 
cast of the latter's Dunham-sponsored 
“Big Brother" show over WBZ-TV, Bos- 
ton. The company plans to sponsor this 
children's show through Spring and 
early Summer featuring Red Ball Jets 
as the "High Speed Sport Shoe.” 
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We don't pretend that we can absorb all of the in- 

creased manufacturing costs of the past six months. 

But we are figuring prices very carefully, trying to 
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Friedman-Shelby Assigns 
Al Scheer to East Coast 


Str. Louis Friedman-Shelby divi- 
sion of International Shoe Company 
has appointed Al Scheer sales repre- 
sentative for Grace Walker shoes for 
women and Red Goose and Yanigan 





AL SCHEER 


shoes for children in eastern Pennsyl- 
vania, Washington, D. C., and parts of 
Maryland, Virginia, and Delaware. He 
succeeds Lloyd Kaufmann who has re- 
signed. The announcement was made 
by James J. Kelley, Friedman-Shelby 
eastern division sales manager, for wo- 
men’s and children’s shoes. 
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Southern Winthrop Territory 
Assigned to Jim Norconk 


St. Lovis—Jim Norconk has been 
appointed sales representative for the 
Georgia, Florida and Alabama terri- 
tory of Winthrop division, Interna- 
tional Shoe Company. 

Paul Atkins, who has been covering 
this area and the three adjoining states, 
will continue to represent the Winthrop 








JIM NORCONK 


division in Louisiana, Mississippi and 
Tennessee 


The appointment of Mr. Norconk, 
announced by Jack Kenney, division 
general manager, is the result of a 


realignment of Winthrop sales terri- 
tories. Mr. Norconk has more than 20 
years of shoe experience, having for- 
merly been associated with Freeman 
Shoe Company and Florsheim. He is 
2 member of the Southeastern Shoe 
Travelers Association and the National 
Association of Shoe Travelers. He 
makes Florida his headquarters. 








Harry Martin Retires After 
44 Years with Hood Rubber 


WATERTOWN, MAss.—Harry W. Mar- 
tin, a well-known figure in the foot- 
wear industry, retired recently from 
Hood Rubber Company, a division of 
The B. F. Goodrich Company, Water- 
town, after 44 years’ service. He 
started at Hood in 1912 as a chemist, 
and in 1919 advanced to supervisor of 


HARRY W. MARTIN 


canvas footwear. In 1939 he became 
manager of footwear, the position he 
held until retirement. 

He served as colonel with the Quar- 
termaster Corps in World War II and 
visited German rubber footwear manu- 
facturers in 1945. During World War 
II he served as a district representa- 
tive for cooperative work with the 
armed forces on an insulated boot, 
popularly known as the “Korean Boot,” 
for which Hood Rubber Company now 
holds patent rights. 








Town & Country Opens New Modern Offices in St. Louis 


St. Louis—Functional modern key- 
notes the new offices of Town & 
Country Shoes, Inc., in downtown St. 
Louis’ Ambassador Building. Large 
areas of glass, textured fabrics, polish 
ed wood paneling and deep carpeting, 
punctuated with accents of oriental red 
and celadon green, combine to give the 
offices distinctive contemporary charm. 

Formerly located on the thirteenth 
floor of the building, Town & Country 
Shoes, Inc.’s move to the eleventh floor 
adds extra space needed to handle the 
firm’s increased volume of business. 

In the sample room, a wide, double 
door sample case swings open to show 
shoes both inside the case and inside 
the deep doors as well. The case's 
background color is oriental red, with 
this same color picked up in the blue, 
red and white geometric pegboard rack 
on which the company’s line of 
ordinated bags is displayed. A gray, 
felt-topped table, and cane back chairs 
complete the sample room furnishings. 

The office of Vergil Lipscomb, presi- 
dent, is carpeted in willow green, with 
gray Japanese cloth covering the walls. 
Draperies are celadon green. A plant- 


co- 








er box, two pull-up chairs and a marble 
top coffee table complete the sofa 
grouping. An opaque panel of indirect 
light gives the president’s office soft 
illumination, as do the recessed spot 
lights in the acoustical ceiling used 
throughout the office suite. 

Focal point of the beige-carpeted 
reception room is a long sofa, done in 
orange-red Boris Krol! Tiko cloth, over 
which hang current colorful company 
advertisements framed in clear lucite. 
A planter box divides the glass office 
wall from the building hall. 

In harmony with the functionai 
modern decor, leather in shades of off- 
white, green and beige, natural walnut 
woodwork, charcoal-colored lacquer on 
metal, and brass has been extensively 
used throughout the new offices. 

The corridor wall holds water colors 
of the firm’s four factories. 

Besides Vergil Lipscomb, president, 
other officers of Town & Country Shoes, 
Inc., include Phil Miller, vice-president 


and sales manager, Leo Waldron, 
merchandise manager, and _ Robert 
Brown, sales consultant. Tod O’Brien 


and John Lipscomb complete the staff. 
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We Offer Quality Jobs, Cancellations 
and Closeouts in Branded Footwear to 


rxehaka-vitehatela 


shoe stores, drive-ins and 
shoe promotion buyers 





Open a Cancellation Shoe Store in Your Town 


for values! 


See us: Atlanta 
Hotel Piedmont, Parlor 
D. Abe Eisner in atten- 
dance. Dallas Shoe Show, 
Adolphus Hotel, Room 
1009. M. KF. Weil, Paul 
Sigan In attendance. 


Show, 


Our New Store Consultants Will Help You Set Up a Profitable Operation 


Sherman Bros. Adds 
To Line of Children’s Shoes 


LOWELL, Mass.—Sherman Bros. Shoe 
Manufacturing Company, here, has 
added a line of little gents’ shoes to 
its already established Judy n’ Jerry 
line of footwear for infants, children 
and misses, according to Gene Pole- 
baum, sales manager of the company. 
The new addition to the line was shown 
at the Popular Price Shoe Show in 
New York. 

Features of this new line include 
a last with wide toe and narrow heel. 
Extra-strong box toes, counters and 
shanks are used and the shoes are made 
with Neolite The size range is 
9% to 3. 


soles. 


Friedman-Shelby Names 
Tennessee Representative 


St, Louts—Powel Linebarger has re 
cently been appointed sales represen 
tative for eastern Tennessee and west- 
ern North Carolina, for Friedman- 
Shelby division of International Shoe 
Company. He replaces Tom Lowe, who 
has been ill for several months. 





POWEL LINEBARGER 


Mr. Linebarger began his career 
more than 10 years ago with the J. C. 
Penney Company in Greenville, Tenn., 
after having studied retail merchandis- 
ing and accounting at the University 
of Tennessee. At one time he was part 
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Shoe Store in Mor 
joining Friedman 
Kentucky and Ten 
Shoe 
1955 rep 


Rand in 


owner of Russlin’s 
ton, Ill. Prior to 
Shelby, he traveled 
nessee for Craddock-Terry 

poration, and from 1952 to 
resented Roberts, Johnson & 
central Illinois. 

Mr. Linebarger is makine his head 
quarters in Knoxville, Tenn., from 
where he will carry the John C. Roberts 
and Kingsway lines and Friedman 
Shelby work shoes in the eastern two 
thirds of Tennessee Ashville, 
N. C, 


Cor- 


and in 


Stack to Cover Northwest 
For Queen Quality Division 


St. Louvis—Queen Quality division 


of International Shoe Company has 
appointed Chet C. Stack sales repre 
sentative for its Pacific Northwest 
territory, replacing Casper A. Lane 
who has resigned. The appointment 
was announced by Robert A. Black, 
division general manager 

Mr. Stack will carry the Queen 
(juality line in Washington, Oregon, 


Idaho, and Montana, and in the prov 
inces Alberta and British Columbia. 


He entered the retail shoe field in 





CHET C. STACK 


1935. For nearly 15 years he was 
with Wohl Shoe Company where he 
managed various leased departments, 


including the main floor women’s shoe 
department of Foley’s in Houston, 
Texas. 





Our prices on fine shoes, 
bought direct from the best known 
makers are in line with our 


nationwide reputation 


Shoes Since ‘32 


Quality 


M. K. WEIL Shoe Company 


“While in Town See Weil 


1215 Washington Ave, Saint Louis 3, Mo 


Sample Rooms: Los Angeles + New York 


From 1950 to 1952, Mr. Stack was 
buyer for Sakowitz Bros. of Houston 
and later operated his own retail 
shoe store there. Prior to joining 
Queen Quality, he served as buyer 
and merchandise man for the Delmar 
Shoe Company in St. Louis 

He will make his headquarters in 


Seattle. 


Announce Plans to Organize 
Endicott-Johnson Plants 


Boston—“The Executive Board of 
the Boot and Shoe Workers’ Union, 
AFL-CIO, has voted to conduct an 


organizing campaign among shoework 
ers at the plants of the Endicott-John 
son Shoe Company in New York,” said 
John J. Mara, president of the BSWU, 
in a statement its Interna 
tional Headquarters in Boston 

Mr. Mara said that the BSWU drive 
will be conducted simultaneously with 
similar campaigns by the Amalgamated 
Butcherworkmen and  Meatcutter 
AFL-CIO, and the International Team 
sters, Chauffeurs and Warehousemen, 
AFL-CIO, at the plant 


issued at 


same 


Barstow Joins Landenberger 


New YorkK—-Donald L. Barstow has 
joined J. W. Landenberger 
pany to take charge of sales and mer 
chandising in the Philadelphia, 
more and Washington area, it was 
nounced by Robert F. Shuping, 
president of sales. Mr. Barstow was 
formerly with Burlington Mills, Cameo 
division for the past four years 
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in white, with tassels 
of any school color 
or combination 






Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 


Mara Attending Conference 


BOSTON John J. Mara, general 
president, secretary-treasurer of the 
Boot and Shoe Workers’ Union, has 


been invited by President Eisenhower 
to attend the President’s Conference 
on Oecupational Safety, to be held in 
Washington, D. C,., May 14-16, 1956, 


AUTHENTIC MAJORETTE 


BOOTS 


STYLE 7611... Ladies’ 
Sizes 32 thru 10 


’ - Braided 
CHILDREN’S... Sizes Leste 
82 thru 12—"'D Straws 
width on 22/8 or 
Priced at $3.55 17/8 heels 
INFANTS’ . . . Sizes 4 yep 
thru 8—"'D’ width widths 


Ilustrated Catalog 





Friedman-Shelby Aide 
For Northwest Territory 





Frank W. Matthews is now representing 
the Friedman-Shelby division of Interna- 
tiene! in southern Idahe and eastern 
Oregon for Grace Walker, Kingsway, 
Johan C. Roberts and Red Goose shoes. 
He succeeds Marschall Arduser. 
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"A" & CC" widths Cindy 
Priced ai $4.75 sizes to 10 
STYLE 6611... Misses’ pastel 
Sizes 12% thru 3 oe 
“B" & ''D" widths Pastel Multi 
Priced ot $3.55 oe 


Priced ot $2.95 


on request. 





Operating Losses Decline 
Says National Shoe Products 


BOSTON A consistent increase in 
sales and a corresponding decrease in 
operating losses are cited by William 
Howard, president of the National Shoe 
Products Corporation in his first annual 
report to stockholders. At the end of 
the first 14 months of operation, Mr. 
Howard pointed out, sales have grown 
to an annual rate of $1,400,000 while 
operating losses have been reduced to 
approximately $18,000 per month. 

“In order to replace the product ser- 
vice which United Shoe Machinery Cor- 
poration by law must discontinue,” Mr. 
Howard told the stockholders, “National 
had to establish their operations on a 
country-wide basis almost overnight 
and virtually before an order was 
taken. In the light of these unusual 
circumstances, we feel we have made 
excellent progress to date. 

“Shoe manufacturers are swinging 
to National now to avoid the confusion 
and difficulty next year of a last- 
minute change. With this constantly 
growing support from our customers, 
we are hopeful that within a period of 
months a sufficient sales volume will 
be obtained to place our operations on 
a profitable basis.” 

He said it is the intention of his 
company to bring new and improved 
products to the shoe manufacturing 
industry. 
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count on getting fashion’s 
best numbers promptly from our 








Spec 
sizes to 10 
White & Tan 
Calfskin 
17/8 illusion 
or 21/8 heel 
$5.50 









All Tan or 
Vanilla 














Corkette 
square-back 
17/8 heel 

$5.80 
AAA, AA, B 
widths 








Send for our newest 
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Representing Kickerinos 

MILWAUKEE—Marshall Stevens, 
Altos, Calif., has been named sales rep- 
resentative for the Kickerinos and 
Alaskan lines in California, Irving Ger- 
ber, vice-president and sales manager 
of the Hampton Corporation has an- 
nounced. 


Los 





Named to Head Sales Office 
Of the Shoe Form Company 





William G. Heid will head up the New 
York City sales office of the Shoe Form 
Company of Auburn, N. Y., at 303 Fifth 
Avenue, it was announced by the firm, 
which manufactures shoe and hosiery 
forms. Mr. Heid has just completed a 
factory training program. 
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Oliver M. Lund Joins 
Beggs & Cobb Sales Staff 





Oliver M. Lund was recently added to 
the Beggs & Cobb sales staff in a move 
to broaden the firm's customer service 
in the wake of the development of 
Maine Leathers, Inc., a subsidiary in 
Dover-Foxcroft. He was formerly with 
American Hide & Leather Company. 





American Hide Disbands 
Sales Force at Lowell Office 


LOWELL, Mass.—The Lowell sales 
office of American Hide and Leather 
Company has been closed and the out- 
side sales force disbanded, according 
to D. G. Folts, Jr., vice-president in 
charge of sales. These steps have been 
taken, Mr. Folts said in a letter to 
customers, because of lack of progress 
in negotiations with the union. The 
company’s inventory has been sold 
and shipping and receiving facilities 
closed. The hope is held out by Mr. 
Folts that “we can ultimately settle 
our labor differences and again offer a 
complete line of fine leathers.” 





Demand Up for Hand-Sewn 
Footwear Says Taylor Head 


FREEPORT, ME. — The demand for 
shoes with hand-sewn, hand-lasted fea- 
tures is growing fast, according to the 
E. E. Taylor Corporation. 

Millard S. Peabody, president of the 
company, said the Spring line features 
65 different shoe styles in a wide va- 
riety of colors and colors combinations 
—~or more than twice the number that 
made up the 1955 line. These include 
Sam Snead golf shoes and Ted Williams 
hunting and fishing shoes. 

Mr. Peabody said the demand for 
shoes with hand-made features was re- 
lated to the big swing toward “casual!” 
clothes generally. 


Added Bonded Fibers Delivery 


BUENA VISTA, Va.—Shoe materials 
will now be available for delivery from 
warehouse facilities in Lynn, Mass., 
Chicago and St. Louis, it was an- 
nounced by Hugo N. Surmonte, presi- 
dent of Bonded Fibers, Inc. 
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Vulean Corporation Buys 
Morton Last Company 


CINCINNATI—Vulcan Corporation has 
contracted for the purchase of the as- 
sets, business and goodwill of Morton 
Last Company, Inc. The agreement was 
effective May 1. Tha Morton Company 
was formed in 1928 by the late Charles 
Morton. The business has been headed 
by his son, John J. Morton, since the 
death of his father. 


The real estate owned by Morton was 
not acquired by Vulcan Corporation be- 
cause, it said, it has ample space avail- 
able in its Cincinnati properties lo- 
cated at 654 Evans Street. 


Vulean Corporation will relocate the 
tangible assets acquired in this pur- 
chase on or about July 1. 


It is intended to retain all personnel 
that are presently employed by Morton 
Last Company, Inc. Operations will be 
continued in the Morton plant for the 
next several months, to afford a better 
opportunity to relocate the plant facili- 
ties without ceasing operations. All of 
the models and patterns have also been 
acquired so that there will be no incon- 
venience to the shoe manufacturer. 


The new unit will be identified as 
Morton Last Division of Vulcan Cor- 
poration. It represents the twelfth op- 
erational unit of Vulean Corporation. 
Vulcan operations extend from Brock- 
ton, Mass. to St. Louis and north to 
the timber holdings of Vulcan on the 
Upper Peninsula of Michigan. 


Ranking officers in the corporation 
are: A. J. Giese, chairman of the 
board; Joseph B. Reynolds, president, 
and Joseph Hendricks, vice-president 
in charge of last manufacturing. 





Huskies Appoints Heicklen 
To Philadelphia Trade Area 





Ed Heicklen, who has just been appointed 
Huskies representative in the Philadel- 
phia area. He will service stores in 
Delaware, Maryland and eastern and 
southern New Jersey. Mr. Heicklen has 
been in the shoe business 28 years. 
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Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 


from best sources always on hand 


at action prices 


BARIS 


79-81 READE ST 


THE NATION'S FINEST 
CANCELLATION SHOES 
N.Y.7 + WO 2.5180 





FOR OVER 40 YEARS 


Headquarters For 


CANCELLATION 


STORES 


All Price Ranges Quality Brands 





Lowest Prices Largest Stocks 
May 6-9, 1956 
Atianta—Piedmont Hotel, Parior 8 
Dalias——-Adoiphus Hotel, Room 1926 


Fine Seclwone 
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New Golo West Coast Man 


New YorkK—Bill Collat of Holly 
wood, Calif., will now represent the 
Golo Footwear Corporation in the 
West Coast and Rocky Mountain ter 


ritory, which, in his case, will not in 
clude the Pacific Northwest, it was an 
nounced by Phil Bromberg of Golo, Mr. 
Collat formerly manufactured his own 
footwear and, recently, repre 
sented Ted Saval. 
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BOX HANDLERS 


adit idle ili ie de dd 


DON'T BE 
“UP 
A 
LADDER” 


when you ore needed on the floor. LONG ARMS 
will get the shoes from the high shelves quicker 
and easier. No climbing, no falls, saves energy 
and LONG ARMS return the empties upside down 
Order several right now. Satisfaction guaranteed 
$3.50—parce! post prepaid in USA. Handle lengths 
24" to 60". Specify length desired and if for 
men's or women's boxes, Your jobber or 


CARL BEEMAN 
Cedar Heights Rood Stamford, Conn. 
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IN STOCK SHOES 
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GMITEZE PROFIT POINTERS! 


BLACK and WHITE SERVICE SHOES 
For NUNS and NURSES and 
INSTITUTION WORKERS 


708—Black Smooth Plug 
Oxford Wedgie 
Crepe Sole. 5-10; 
AAA, AA, 
A: 4-10; B, 

Cc 


we yr ALWAYS | 
A) IN STOCK 
My 


ss 
. 


707 White Etk 
Piug Oxford 
Wedgie Crepe Sole 
Some Sizes and Widths 


gy 


Convents-—Hospitals—Pionts mean hundreds 
of prospects for service shoes in your com- 
munity. Sell them, keep them sold with at- 
tractive durable Smiteze service styles 


GMITEZE WEAR BETTER 
GREAT LAKES SHOE CO. 


OCONTO WISCONSIN 


MADE BETTER 


116 


Compliance with the 
New Wage-Hour Law 
[CONTINUED FROM PAGE 83] 


illegally employed within 30 days prior 
to removal of the goods. 

Employers should especially note that 
among the jobs which have been de- 
clared hazardous are the occupations 
of motor-vehicle driver or helper, ele- 
vator operator, and jobs involving rid- 
ing on freight elevators, unless oper- 
ated by an assigned operator. 

It is a sound dollars-and-cents propo- 
sition for every shoe manufacturer to 
be sure that he is complying with the 
Act. Most of those employers who have 
had to make unexpected payments of 
back wages to their employes have 
found themselves in this situation 
cause they were not fully informed 
about the statutory requirements. 


be- 


Where to Obtain 


The simplest way to avoid inad- 
vertent violations of the Fair Labor 
Standards Act is to consult the U. S. 
Labor Department’s Wage and Hour 
and Public Contracts Divisions on any 
doubts. Inquiries are answered by mail, 
telephone, or in person-to-person inter- 
views, at any regional or field office. 
These offices also supply the Divisions’ 
publications free of charge. Regional 
offices are located in Boston, New York, 
Philadelphia, Birmingham, Cleveland, 
Chicago, Kansas City, Dallas, San 
Francisco, and Nashville. There is at 
least one office in almost every State. 


Information 


90th Year for 
Potter’s, Cincinnati 
[CONTINUED FROM PAGE 65] 


shoes. A strategically located 
accessory counter and display section 
is arranged opposite the elevator near 
the front door. Potter’s large lobby 
and two impressive display windows 
are designed to lead customers into the 
store, 


Cross 


An unusual feature of the downtown 
store is the Comfort Department where 
a complete line of women’s shoes is of- 
fered first for comfort, then for style. 
This section has helped earn Potter’s a 
reputation for quality and fitting and 
will be retained even though new high 
style lines are being added to other de- 
partments. 

One of the special events at Potter’s 
was a recent “Coffee Break” promotion 
conducted by fashion consultant Elaine 
Norwood of U. S. Shoe Corporation. 
For two days customers were invited 
to stop at the downtown store to en- 
joy a cup of coffee while Miss Nor- 
wood and a model demonstrated the 
new fashions in women’s shoes. 

The consistent success of the business 
has been due in large measure to the 
friendly relations between the Orr 
family and the personnel. As Jim Orr 
puts it, “Advertising keeps our name 
before the public and our direct mail 
brings prospects into the stores, but it 
is the courteous service and helpful 
sales approach that creates long-stand- 
ing customer good will.” 





Men’s Shoe Showcase 
[CONTINUED FROM PAGE 84] 


As a result Country Casuals are 
emerging as a most important source 
for extra pair promotion. Many of the 
basic patterns which appeared first in 
the Dress Casual category are now be- 
ing seen, modified in design, in these 
country shoes. Important types are the 
Moccasin, in one and two eyelet ver- 
sions, the Slip-on in Plain and Mocca- 
sin Toe treatments, the low cut Turf 
Boot which is a one or two eyelet adap- 
tation of the Jodphur in rough 
versed calf with microcellular 
This new family of shoes is well worth 
active promotion particularly with the 
college trade and younger suburban- 
ites, 


re- 


soles. 


Harrisburg Scene of First 
NSMA Management Clinic 


HARRISBURG, PA.—The first meeting 
in the of the National Shoe 
Manufacturers Association’s second an- 
nual Regional Accounting and Office 
Management Clinics was held in Har- 
risburg, at the Hotel Harrisburger. 
William Sheskey, economist for NSMA, 
acted as moderator. 

The agenda included talks on pro- 
duction scheduling, raw materials re- 


series 


quirements control, and the use of the 
cost estimate sheet. 

John T. Kearney, an engineer with 
the Singer Sewing Machine Company, 
and H. W. Friedberg of Golo of Dun- 
production scheduling 
materials requirements con- 
trol. Each emphasized the importance 
of planning. They placed great stress 
on the reduction of the in-process time 
in the manufacture of shoes. 

Mr. Friedberg, the 
can be reduced sub- 
stantially by proper planning and 
scheduling of shoes. He also empha- 
sized that the responsibilities of fore- 
men should be quality control and per- 


more, discussed 


and raw 


According to 
In-Process time 


sonne] relations. 

Edmund Klein of the Diamond Shoe 
Corporation, a subsidiary of A. 8S. Beck 
Shoe Company, discussed the use of the 
cost estimate sheet. Mr. Klein empha- 
sized the great value of properly bud- 
geting all elements of cost and the rec- 
onciliation of actual with these 
estimates periodically. 

In the afternoon, a panel comprised 
of Henry Marshall, of Miller, Hess 
Shoe Company; Harold Erich, of Cur 
tis-Stephens-Embry Company; and 
Henry Marshall, of G. R. Kinney Com- 
pany, discussed uses of electronic equip- 
ment. factory payroll and order proc- 
essing. 


costs 
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Classified AND Want Ads 








SALESMEN WANTED SALESMEN WANTED 


SALESMEN WANTED 











WANTED 
Salesmen 


Mishawaka Rubber and Woolen Mfg. Company, makers of Red Ball Water 
proof Footwear, JETS Tennis Shoes and Famous BALL-BAND Summerettes, 
offers an unusual opportunity for competent salesmen between 25 and 40 
years of age in a number of territories in various states. Guaranteed income 
and reimbursement for traveling expense advanced weekly against commis- 
sions. Established distribution, plus a quality line backed by national ad 
vertising and complete retail promotion program. Thorough training program 
Retail shoe background desirable. Late model car required 


Interested applicants write directly, giving telephone number and com 
plete resume of background to: 


R. E. Kurtz, c/o MISHAWAKA RUBBER & WOOLEN MFG. COMPANY, Mishawaka, Indiana 





OPPORTUNITY! 


We have several openings for side line rep 
resentatives for our wonderful line of open 
stock, in-stock low priced Juvenile Footwear 
All open territories are well established 
6% commission, plus bonus. Write 
NEIL CARLSON, SALESMANAGER 
SEABOARD NATIONAL SHOE COMPANY 
529-535 W. Pratt St., Baltimore 1, Md. 








SALESMAN WANTED 


To carry Line of Children’s, Pre-Welts and Ce- 
ments. Luther Brand, Stock and Make Ups; Com 
mission basis. Can be carried with non-conflicting 
Line. Established territories: Oklahoma, and State 
of Texas. Reply, with references 


THE KEPNER SCOTT SHOE CO., INC 
Orwigsburg, Pa 




















SALES OPENINGS LIKE THIS 
DON'T COME ALONG VERY OFTEN! 


Here’s a rare ‘ground floor’’ opportunity for real earnings! Eastern manufacturer 
now enjoying national distribution of stitchdown Juvenile Cowboy and Engineer 
Boots, all medium priced for volume sales and aggressively promoted. Factory 
in-stock. Non-competitive lines permitted. Commission 6%. Write immediately 
giving territory now covered, age, experience, references, lines now carried 


QUINN & DELBERT BOOT MFG. CO., Marlboro, Mass. 


FOUR SALESMEN 
WANTED 


Territories: Tennessee, Mississippi, Ar- 
kansas, Louisiana—Oklahoma and Kan- 
sas—Maryland, Virginia, West Virginia 
and Eastern Pennsylvania; also Oregon 
and Washington—to sell well known line 
of Children's Stitchdowns and Patent 
Straps. Liberal Commissions. Send ref- 
erences and application to— 


Box 470, care BOOT & SHOE RECORDER 
1221 Locust Street, St. Lovis 3, Mo 














FOUR SALESMEN WANTED 


1. Michigan 3. lowa 

2. Ohio 4. Minnesota 
to sell “MILWAUKEE KING” line of Men's and Boys’ Goodyear welt 
work shoes, boots and safety toe shoes—Union made and carried 


in stock. Can be carried as a sideline. Liberal commissions. Send 
references and application to: 


MILWAUKEE SHOE COMPANY 
215 W. Maple St. Milwaukee 4, Wis. 








Excellent opportunity for salesman 
now calling on ‘ndependent retailers 
Best known manutacturers In-Stock 
line of children’s, teens’ and women's 
sports and flats retailing $4-$6. No 
objection to non-conflicting side line 
100% factory cooperation. Full details, 
please, in first letter. Territories open 


Wisconsin Indiana 
Illinois Arkansas 
(except Chicago) Oklahoma 
Georgia So. Calif. 


Address Box 516, care BOOT & SHOE RECORDER 
Chestnut & S6th Streets, Philadeiphia 39, Pa 











Wonpt RFUL OPPORTUNITY for the right | GEORGIA FLORIDA; MISSISSIPPI, Lot 


ISIANA, and ALABAMA Ager 
salesmen wanted for these State to irry 
Line of Men's and Boys’ work and dre 


Liberal commission basis for right men and 


men to sell our Fast-moving Line of Men's 
and Childret shoes, in-Stock, in the medium 
price field. Drawing account to properly qualihed 
applicants lerritories open eorsii Florida, 
‘Tennessee Kentucky Texas, Oklahoma. Reply conflicting Lines may be carried. State 


to Be 14, Boot and Shoe Recorder, Chestnut & perience ind trade references JUNG Hi 


56th Streets, Philadelphia 39, Penna MFG. CO., SHEBOYGAN, WISCONSI) 


GIN OUR ORGANIZATION 


KibDbDtT 





except for regular advertisers on contract. 





CLASSIFIED ADVERTISING RATES 


The rate for undisplayed classified advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words, $3.60. When a box number is desired, 12 words must be added for this and charged at the word rate. 
If advertiser's own name and address is used, count each word (street number is one word) at word rate. Classified adver 
tising is payable in advance. Send check or money order with your copy. No accounts are opened for classified advertising 


The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inch, 
Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—5éth & Chestnut Streets, Philadelphia 39, Pa. 
ALL ADS MUST BE ON HAND 20 DAYS PRIOR TO PUBLICATION DATE 
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SALESMEN WANTED 


SALESMEN WANTED 


WANTED TO PURCHASE 








Salesmen Wanted 


In Ohio, Western Pennsylvania 
and up-State New York to repre- 
sent BUFFALO BILLY'S shoes, in- 
stock. This is the most outstanding 
shoe value in the country. Please 
contact, 


MR. WM. A. GAYNOR 
The Chesapeake Shoe Mfg. Co. 

603 Ave. 
Baltimore 24, Maryland 











-ALESMEN WANTED BY FOREMOST 

DISTRIBUTOR of Men's Dress and Work 
Shoes im the Popular Wrice tbracket Must 
have knowledge of the territory Available 
are: Ohio, Indiana, Michigan, Mlinois Reply to 
Bux 509, Boot and Shoe Recorder, Chestnut & 
6th Streets, Philadelphia 39, Penna 


USTRALIAN IMPORTER, CONNECTED 

WITH SHOE AND SLIPPER TRADE is 
desirous of contacting firm or individual who can 
introduce samples and particulars of latest inno 
vations covering materials, trimmings, colors, 
etc. Must be fashion minded, and in touch with 
latest in the trade. Financial arrangements for 
services could be formulated Reply to Box 520, 
Boot and Sho Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna 


ROVEN LINE OF GROWING GIRLS 

AND WOMEN’S DRESS FLATS, $5.00 
and $6.00 retailers; excellent money maker, 
secks salesmen, commission basis, Connecticut 
and New York state; Virginia and Carolinas 
Ilinois and Indiana; Western Pennsylvania and 
Southern New Jersey, Reply to Box 522, Boot 
and Shoe Recorder, Chestnut & 56th Streets 
Philadelphia 39, Penna 


OWA-MINNESOTA: TOP FLIGHT MAN 
for complete Line Babies, Infants, Childs, 
Misses, Youths Dress and Duty Shoes in middle 
price range. Should have one non-conflicting, 
established line. This is a profit opportunity for 
a top notch man with proven record, able to ex- 
ploit sales potential of our fine Children’s Shoes 
Write complete information to Box 523, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





SIDELINE SALESMAN WTD. 


ELANCA Foot Sox, Ornaments and Bows 

Pocket size samples. Manufacturer offers 
highest commission. Reply to Box 462, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Pa. 





IDELINE: Make $50.00 Weekly selling our 

Do-It-Yourself Sign Making Kits. Your cus 
tomers will appreciate this service. Write for 
circular. Sales Kit and order blanks furnished 
at no cost to you. FRUCHEY SERVICE CO., 
Box 461, Napoleon, Ohio. 


MANU ACTURERS OF MEN"”S, BOYS’ 
LEATHER SLIPPERS, SANDALS; es 
tablished Popular Priced Line, Mid-West 
South; Texas. To retailers and small volume 
Liberal commission, Reply to Box 519, Boot and 
Shoe Recorder, Chestnut & 56th Streets, Phila 
delphia 39, Penna 


N STOCK DISTRIBUTOR of Popular 
Priced Children’s Dress and Sport Shoes, 
Sandals, Teen Age Flats and Casuals, $1.98 to 
$3.98 retailers. Generous commission to right 
man. Most areas open. Reply to Box 504, 
Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna 





HELP WANTED 


HELP WANTED 








SERVICE MAN FOR LEADING WELTING 
MANUFACTURER 


Shoe Welting Manufacturer has opening for qualified Service Man. Qualifications are a thorough knowledge 
in all phases of shoemaking——Goodyear, Stitchdown, Littleway and McKay; The ability to visit leading 
shoe manufacturers and work with superintendents, 
preferably in or near Boston. Salary open. Send outline of qualifications and experience. 


Reply to Box 525, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


foremen and machine operators. Present residence 








experience 





A LEADING CHEMICAL MANUFACTURER 


Seeks a Technical College Graduate with Sales Management aptitude to assist in 
development and ultimate sale of a new Shoe Upper Material. Applicant should be in 
his thirties, and have Shoe or Leather Industry 
Please send complete résumé, including salary expected and details of education and 


Reply te Box 513, BOOT & SHOE RECORDER, Chestnut & Séth Streets, Philadelphia 39, Penna. 


xperience. Replies held confidential. 








ALES MANAGER: New England Manufac 

turer. Rubber and/or shoe experience required 
Write giving full details in first letter, includ 
ing references, past experience, education, salary 
desired, family status, age, etc, Reply to Box 
515, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna 


POSITIONS WANTED 


AN, 45, WITH 30 YEARS SHOE BACK 

GROUND desires change. Capable Manager, 
Ruyer, Merchandise man for Chain or large Re 
tail Store. Can handle personnel. Would prefer 
Philadelphia, Delaware Valley area, Reply to 
Rox 508, Boot and Shoe Recorder, Chestnut & 
Soth Streets, Philadelphia 39, Penna 








AGGRESSI\ KE YOUNG SHOEMAN, Exten 

sive Men's retail background, potentialities 
unlimited, Chain or Manufacturer, Stylist. Will 
relocate. Reply to Box 517, Boot and Shoe Re 
corder, Chestnut & 56th Streets, Philadelphia 39 
Penna 


STORE MANAGER: MUST BE CAPABLE 

SALESMAN and have full Merchandising 
Experience. Must be able to take full charge of 
well established, better grade Family Shoe Store 
in good Wyoming town, Top salary, plus excel 
lent bonus arrangement. Reply to Box 510, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





PARTNER WANTED 





Witt TAKE IN ACTIVE PARTNER WHO 

IS WILLING TO WORK for good future 
Now operating three units. Need good, honest, 
hard-working partner, Doctor’s orders. Must 
know shoe business and invest in firm, located 
in fast growing Western State. Reply to Box 
521, Boot and Shoe Recorder, Chestnut & 56th 
Streets, Philadelphia 39, Penna. 





MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 

157 DUANE ST., N.Y.C. 
Telephone REctor 2-4249 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 








MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


76 Reade Street New York 7, N. Y. 
Telephone: WOrth 2-896! Beekman 3-767! 











CASH PAID FOR 
SHOE STORES 

CLOSE OUTS, JOB LOTS 

SHORT LEASES ASSUMED 


B. SABIN 


161 DUANE ST. NEW YORK 7, W. Y. 
Telephone WOrth 2-2515 











for 

« closeouts 

« surplus 

« discontinued 
lines 

+ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, ¢ BE 3-7290 
146 DUANE ST., N. Y.C. 





| AM A RETAILER therefore | PAY MORE for 

MEN’S, WOMEN’S, CHILDREN’S CLOSEOUTS 

and ENTIRE STORES. Phone or wire collect. 
HERMAN BADER 


2162 Barnes Ave. Bronx 62, N. Y. 
TA 9-2874 








WE PAY CASH 
for your 
* SURPLUS STOCK 
* DISCONTINUED LINES 
* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 
Ladies’ * Men's + Children's 


BARSH & CO. “hue: cy 


Write or PHONE - MA 7-1666 











Buy Savings Bonds 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 











WANTED TO PURCHASE | 








5 YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 





SAM CAMITTA & SONS 





95 Reade St., New York 13, N. Y. 
COrtiandt 7-6378-9 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


Surplus Stocks @ Closecuts @ Complete Stocks ® Your Name and Brand Protected 

















TOP DOLLAR!) 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 
Phone: LO 3-9533 


YOUR 


74 READE a A NEW 
ORT HW 2- 








WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
| NAME PROTECTED 


B. & R. SHOE CORP. 


RALPH VOGEL 


YORK 7, N. Y. 
6358 

















No More Worries 
No More Cares 


T0r 


Write or wire 
tion 


1235 Washingtor 











THE WATION'S FINEST 
(2 CANCELLATION SHOES 






79-81 * New York 7, N.Y. + Tel 





— St. 


“bis 


CASH 
PRICES 


CANCELLATIONS 
COMPLETE STORES 


quality 
women’s and children’s shoes. 


ve Footwear FOR OVER 40 YEARS 


MOSINGER-COHN 





“a BARIS BUYS for CASHIE : 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 


Jobs in Fine Shoes From Fine Sources Since 1931 








SHOES 


for fast ac- 
men’s, 


St. Lovis 3, Mo 





WOrth 25180 a 








WE BUY | 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK | 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 


NOTHING TOO LARGE 








ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS | 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


George J. Arronson Associates | | 
157 DUANE ST., NEW YORK, N. Y. 
RECTOR 2-4170-4171 


OR TOO SMALL 





BTN 


FOR CASH 
V Complete Stores 


V Quality Shoes 





J CLOSEOUTS OR SURPLUS 


from Mfgr. or Retailer 
Any Quantity . . 


SSSCSSi: 8180s Be eer 


. Any Time! 


For Quick Action, 
f/ Write, Wire or Phone 














E 1-4898 CE 1-3762 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL" 
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Reply to Box 524, BOOT & SHOE RECORDER 








Chestnut & 56th Streets, Philadeiphia 30, Pa 
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FOR SALE 


SHOE 











~AMILY STORE, Long Established 










Profitable Operation. Rent $200,00, Volume 
Approximately $50,001 Nationally Advertised 
Brands, New Jersey town 30 miles from NY¢ 
Reply to Box 50 Boot and Shoe Recorder 
Chestnut & 6th Streets Philadelphia 39 
Penna 
asks WHOL! ALI BUSINI rOR 

New York Cit lang established 

ce ial Owner retiring. Reply to Bo 
Boot ind Shoe Keeorder, Chestnut & 
Streets, Philadelphia », Pa 
SHOE § STORE FOR SALE OR FOR LEASE 
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WE PAY MORE because WE ARE RETAILERS 








WE BUY MEN'S, WOMEN’S AND CHILDREN'S BRANDED SHOES. 


FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, 
Max L. Meltzer, Pres. 
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NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and news- 
paper advertising. 


2. Vincent Edwards idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising staff. 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organization 


342 Madison Ave. 
New York City 














New Plymouth Sales Manager 


CANTON, Mass.— Herbert C. Otter- 
berg has been appointed sales manager 
of the heel and sole division of the 
Plymouth Rubber Company, it was an- 
nounced by Walter H. Bieringer, vice- 
president and general manager. 

For the past three years Mr. Otter- 
berg assisted Harry Laybolt, who will 
continue with the company in a more 
specialized field. Before his associa- 
tion with Plymouth, Mr. Otterberg was 
connected with the Commonwealth Shoe 
Company for 25 years, the last 10 of 
which he served as general style and 
merchandise manager. 


Weinbrenner Plant Addition 


MILWAUKEE—Because of increased 
business in both its work shoe and dress 
shoe divisions, Albert H. Weinbrenner 
Company has begun an addition to its 
Bondshire (dress shoe) plant in Mer- 
rill, Wis., John E. Dickinson, vice- 
president in charge of retail sales, 
stated. At the same time, he announced 
that the firm’s promotion of mailmen’s 
and other postal employe’s shoes, de- 
signed as a Thorogood job-fitted shoe, 
has stimulated the work shoe sales in 
large volume, 

In the new addition at Merrill, which 
will be completed by September 1, pro- 
duction can be expanded by about 2,000 
pairs daily. The new space, occupying 
25,000 square feet, will include a shoe 
cutting department for both men’s and 
children’s shoes. 

The Weinbrenner company has its 
headquarters here with two other fac- 
tories in Antigo and Marshfield, Wis. 
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Juvenile Shoe Embarks on 


St. Lovuis—Juvenile Shoe Corpora- 
tion is launching a quarter-of-a-mil- 
lion-dollar expansion program in 
Aurora, Mo., Gale Pate, president of 
the corporation, announced recently. 
Expansion will include the construc- 
tion of a new building which will con- 
tain approximately 30,000 square feet 
of floor space. 

When the new program is completed, 
production will be increased by more 
than one-third, and an additional 100 
or more employees will be added to the 
present roster. 

A 20-acre tract on Highway 60 at 
the west city limits of Aurora has been 
purchased. Plans and _ specifications 





New Building Construction 


for the new structure are being worked 
out by Albert Easterly, architect, of 
Springfield, Mo. The general offices 
and a part of the storage and manu- 
facturing at the present building will 
be moved to the new location. The 
space now occupied by the offices will 
be released for additional production, 
Mr. Pate said. 

According to company plans, half of 
the purchased tract will be developed 
and landscaped now. Adequate park- 
ing space for personnel will be pro- 
vided. The remaining 10 acres will be 
leveled, seeded with grass, and held in 
reserve for additional expansion as the 
need arises. 








National Shoe Products 
Sole Adhesive Distributor 


Boston—The Union Paste Company 
has appointed the National Shoe Prod- 
ucts Corporation as exclusive distribu- 
tor of its line of adhesives used in the 
manufacture of shoes, 

This company, according to Willard 
Howard, president of National, is the 
first one affected by the United Shoe 
Machinery Corporation court decree to 
terminate its sales arrangement with 
that company. The change-over is ef- 
fective May 1, at which time, also, the 
Union Paste Company’s trade name 
“Unpaco” will be substituted for the 
trade name “Hub,” under which these 
adhesives have been sold in the past. 

Announcement of the change in dis- 
tributors has been sent to shoe manu- 
facturers by A. B. Crowell, Jr., vice- 
president of the Union Paste Company. 





Penn Foremen Install Officers 


WILKES-BARRE, PA.—F red Schwager, 
superintendent of Rex Shoe Company, 
was installed as president of ‘North- 
eastern Pennsylvania Superintendents 
and Foremen’s Association of the shoe 
industry at an installation dinner- 
dance, at the Mayfair Club. 

Mr. Schwager succeeds Milton Zeldis. 
He and other officers of the organiza- 
tion were installed by Joseph Gold- 
smith, treasurer of the New York as- 
sociation, 

Other officers installed were Joseph 
Janus, vice-president; Sam Napar- 
steck, secretary; Nicholas Serino, treas- 
urer, and Stephen Jurkovic, sergeant- 
at-arms, 


Proctor Halts Aluminum Heel 


ARDMORE, Pa.—Kenneth A. Proctor 
Company announced it has discontinued 
manufacturing its all-aluminum heel 
for high-grade women’s shoes. Mr. 
Proctor stated that although unusual 
interest had been shown by the better 
manufacturers, the prohibitive casting, 
polishing and finishing cost has made 
it impossible to continue to market the 
product at an acceptable price. 





Sport Specialties Plans 
To Open Second Factory 

Sr. Louis—Sport Specialties Shoe- 
makers, Inc., St. Louis make up house, 
is opening a second factory in Chaffee, 
Mo., two blocks from their first unit 
there. 

William H. Ward, vice-president and 
general manager of the company, states 
that this Unit 2 will add approximately 
7,800 square feet of floor space, and 
when operating at capacity, will em- 
ploy 100 workers producing about 1,800 
pairs daily. Unit 2 will make Littleway 
snap boots and nurses type oxfords. 

The newly-acquired building has been 
leased from the Chaffee Chamber of 
Commerce on a long term basis. 


Cordovia Building New Plant 
Bow, N. H.—A new and modern 
plant is being built here for Cordovia, 
Inc., a high-quality leather finishing 
firm. The building will be ready for the 
beginning of production this year, 
according to company officials. 


NSTA Mailing Brochure 

St. PAuL, MINN.—F inal proofs have 
been okayed for an envelope-type bro- 
chure that is to be mailed to all NSTA 
members. The brochure will spell out 
the many things NSTA is doing for its 
membership. Included in the brochure 
will be Nation Travel-Dine pamphlets, 
NSTA fleet discount order blanks, 
group insurance plan, NSTA member- 
chip application blank, and other fea- 
tures. 





Petrocy Selby Superintendent 


PortTsMouTH, O.—John Petrocy, who 
resigned his position with the Mallory 
Company of Boston, has assumed his 
duties as general superintendent for 
the Selby Shoe Company. He takes the 
place of Ted Hyle, who resigned not 
too long ago. 

Mr. Petrocy has had experience also 
with the I. Miller Shoe Company of 
Wilkes-Barre, Pa., and the Hamilton 
Shoe Company of St. Louis. 
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Easy We’re often asked, “Why is Crompton Factoring more 
. economical than self-financing?” 
Fe Crompton Factoring is, in essence, a syndicated ac- 
FO counts receivable activity. Ours is a multi-million 
dollar business. Our experience in collection goes back 
many generations. Our credit information files are 
vast... perhaps enormous. They cover all parts of the 
country and many phases of business activities. 
More often than not we will extend credit where the 
individual businessman will not. Thus, we help ex- 
pand his volume. We turn his frozen receivable dollars 
into immediate cash—a liquid dollar earns more money 
CROMPTON |} than a frozen $5 bill. We will eliminate his receivable 
3 bookkeeping, and the cost of collection — as well as 
all credit risk. 
Crompton Factoring is more economical. 


Snswer 


RICHMOND 
COMPANY 


The Human Factor 





CROMPTON-RICHMOND CO., INC. 


1071 Avenue of the Americas, New York 18, N. Y 
Crompton- Richmond -Joel Hurt Co. 


Glenn Building, Atlanta 1, Georgia 
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Style is basic. Style sells shoes. 


That’s why shoe manufacturers put so much time, 
money and effort into styling. 


To keep styles “in style” longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product. United Shanks are Vita-Tempered for extra strength 
and freedom from distortion. They fit like the master models. 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 


VITA-TEMPERED STEEL SHANKS 
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BY SAM SMITH SHOE CORP 
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COLONIAL TANNING COMPANY, INC (a BOSTON 1D ASSACHUSETTS 
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for a Successful 


ALL present and 





Because of their “all three” size Gul? 
structure Gerberich Dealers get [TF 
tL °o s 
| 


IN-STOCK FOR 
GERBERICH DEALERS , YOUTHS 12'4-3 


BOYS 1-6 
BIG BOYS 6'-11 


customers at an early age and hold 
them until they graduate into the men’s 
shoe department. Gerberich Quality, 
inherent in all three lines, assures the 
satisfaction that builds youngsters’ 
loyalty and brings repeat business 


all the way! 


OFFICES: 

NEW YORK, Marbridge Bldg., Room 417 
LOS ANGELES, Alexandria Hotel, Room 805 
PHILADELPHIA, 12 S. 12th St., Room 914 


IN CANADA, J. Leckie & Co., LTD. 
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Gerberich- 


. the Finest Name 


Payne in Boys Shoes 
SHOE COMPANY 
MOUNT JOY PENNSYLVANIA 





